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Rough Proofs 


Now that New York and Illinois 
are preparing to ban _ breach-of- 
promise suits, broken-hearted ladies 
should be reminded that there is still 
balm in Gilead. 
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Reporting the testimony of Clay 
Williams in the senatorial hearing 
on the NRA, the Associated Press 
described him as “puffing a cigar- 
ette.” Well, isn’t that his job? 

_ ae, Me 

The AP refused to identify Mr. 
Williams’ cigarette by brand, but 
after that Flemington mishap you 
can’t blame them for being conserva- 
tive. 
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Armour is making a movie tie-up 
for its latest campaign. Like a lot 
of other advertisers, this company 
has evidently decided that in 1935 
showmanship is the Paramount 
issue. 
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With advertisers finding it neces- 
sary to study the possibilities of 
radio on the one hand and the at- 
tractions of the movies on the other, 
wives of advertising managers seem 
to be in for some anxious moments. 
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Eddie Cantor is serving as consult- 
ant on radio programs. One mystery 
advertisers would like him to un- 
ravel is the psychology of the stooge. 
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Plumbing supply jobbers, accord- 
ing to the trade survey of ADVER- 
TISING AGE, are reporting a greater 
measure of improvement than any 
other group. Thank heaven for one 
industry that refuses to pipe down. 


~ = F 
A packaging advertiser addressed 
a message to this department 


through the columns of a hated rival, 
asking, “Don’t you ever read this 


publication?” To advertisers, the 
answer is NO. 
7, Tf F 
Incidentally, any advertiser who 


reads this column and thereafter 

feels an important message breaking 

out is hereby advised that Rough 

Proofs is fully equipped with con- 

tract blanks and rate cards to ren- 

der highly satisfactory service. 
vv¥$eesgy 

The Dionne quintuplets have 
started their advertising careers by 
endorsing Libby’s homogenized vege- 
tables, and the little rascals look 
as if they meant it. 
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After noting the futility of the 
Cubs in exhibition games, one may 
expect Phil Wrigley to start a cam- 
paign in the sports pages of the 
Pittsburgh papers, in which the 
theme song will be, “Come home, 
Guy, all will be forgiven.” 
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Canada is planning to spend $150,- 
000 to attract U. S. tourists next 
summer. Since repeal, the Dominion 
has been reduced to the sad state 
of having to talk about the climate. 
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Canadian statesmen announced 
that “even in Volstead days a com- 
paratively small percentage of U. S. 
tourist business was due to Canadian 
liquor laws.” Right—it was due to 
U. S. liquor laws. 
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Quiet-Mo is the name of a noise- 
less lawn-mower just invented in the 
great city of Worcester. It will be 
purchased by popular subscription of 
Sunday-morning sleepers for presen- 
tation to grass cutter-downers. 

Copy Cus. 


RALSTON PURINA 
TO LAUNCH HUGE 
RY-KRISP DRIVE 


Seeks to Build Added Sales 
During Summer 


St. Louis, Mo., March 21.—To pro- 
mote the sale of Ry-Krisp the year 
round, Ralston Purina Company on 
March 31 will initiate a campaign in 
the Sunday comic sections of 38 
newspapers, the largest support ever 
placed back of Ry-Krisp. 

Over a period of six months dur- 
ing the spring and summer, adver- 
tising will recommend the product 
to women for reducing purposes, with 
cartoon copy climaxed by endorse- 
ments by movie actresses. Ry-Krisp 
will be suggested for serving with 
salads, light lunches, and picnics and 
outings. 

In former years, Ry-Krisp adver- 
tising and sales efforts came to a 
stop at about the time that the ap- 
proaching campaign begins. In an- 
ticipation of augmented demand for 
Ry-Krisp, the capacity of the com- 
pany’s plant at Minneapolis has been 
doubled, according to Gordon M. 
Philpott, director of advertising. 
The campaign now drawing to a 
close has already resulted in a 100 
per cent increase in the product’s 
sales, it is reported. 

The newspapers to be used in the 
spring-summer drive are the 17 news- 
papers in the Comic Weekly group, 
the 11 in the Metropolitan Weekly 
Comics group, and ten others. 


Use Tabloid Pages 


Full pages, tabloid size, will be 
employed six times in the Albany 
Times-Union, Atlanta American, Bal- 
timore American, Boston Advertiser, 
Chicago Herald and Examiner, De- 
troit Times, Los Angeles Examiner, 
Milwaukee Sentinel, New York Amer- 
ican, Omaha Bee-News, Pittsburgh 
Sun-Telegraph, Rochester American, 
San Antonio Light, San Francisco 
Examiner, Seattle Post-Intelligencer, 
Syracuse American, and Washington 
Herald. Copy will appear in these 
papers March 31, April 28, May 26, 
June 23, August 4, and Sept. 8. 

The New York News will carry 
full-page copy on Ry-Krisp March 31, 
May 5, June 2, June 30, August 11, 
and Sept. 15. 

Seven newspapers are to run half- 
page insertions April.7, May 5, June 
2, June 30, August 11, and Sept. 15. 
These are the Chicago Tribune, Du- 
luth News-Tribune, Minneapolis 
Tribune, Portland, Ore., Journal, St. 
Paul Dispatch & Pioneer Press, Spo- 
kane Spokesman-Review, and Supe- 
rior Telegram. 

Half-page copy will appear in the 
following newspapers April 7, May 
12, June 30, August 11, and Sept. 15: 
Baltimore Sun, Boston Globe, Buf- 
falo Times, Cincinnati Enquirer, 
Cleveland Plain Dealer, Denver Post, 
Des Moines Register, Detroit News, 
Philadelphia Inquirer, Pittsburgh 
Press, Providence Journal, St. Louis 
Globe-Democrat, and Washington 
Star. 

Six Hollywood stars will lend the 
glamor of their personalities to the 
six insertions used in the country- 
wide campaign, which will reach 
12,000,000 families and an estimated 
75 per cent of all Ry-Krisp prospects. 

Each release will be a story en- 
acted in cartoons by fictitious char- 

(Continued on Page 31, Col. 1) 


VETERAN PASSES 


Louis Wiley 


LOUIS WILEY OF 
N.Y. ‘TIMES’ IS 
TAKEN BY DEATH 


Renowned Advertising Man 
Was in 66th Year 


New York, March 21.—Louis Wiley, 
one of the most widely known of 
American newspaper men, and busi- 
ness manager of the New York Times 
for nearly 30 years, died yesterday 
of cerebral thrombosis at the Hark- 
ness Pavilion of the Medical Center. 

Mr. Wiley’s death came as a de- 
cided shock. His last day at his 
office was March 8, when he left for 
observation at the hospital and was 
later operated on for intestinal ul- 
cers. He improved until Tuesday 
night, when his condition became 
worse and he suffered the stroke, re- 

(Continued on Page 32, Col. 2) 


Study Shows Products 
Which Made Greatest 
Sales Gains in 1934 


Alka-Seltzer, Maxwell House, Chesterfield 
Among Those Picked by Jobbers 


New York, March 21.—Alka-Seltz- 
er, Maxwell House coffee, Chester- 
field cigarettes, Sherwin-Williams 
paints, Crane plumbing products and 
G-E Mazda lamps head the lists of 
products in six fields which made the 
greatest gains in sales in 1934 accord- 
ing to 246 leading jobbers in six rep- 
resentative markets queried by Ross- 
Federal Service, Inc., in connection 
with a survey made for ADVERTISING 
AGE and directed by a group of ad- 
vertising executives. 

While the method employed, in the 
opinion of the ADVERTISING AGE ad- 
visory committee on research, does 
not provide conclusive evidence that 
these products have bested all com- 
petition, it does furnish sufficient in- 
formation to indicate that they have 
enjoyed a degree of success which 
warrants thorough investigation of 
the merchandising methods involved. 

The committee has recommended 
that, to add to the data presented 
herewith, ApverTIsInc AcE interview 
the makers of these products to se- 
cure as complete an explanation as 
possible of factors contributing to the 
satisfactory showing. 

The survey furnished a double 
check on trade successes by also as- 
certaining direct from the jobbers 
what products added to their lines 
during 1934 had proved most profit- 
able. In a number of instances the 
same products reported as having 
made the greatest sales progress by 
some jobbers were reported by other 
wholesalers as the most successful 
products added to their lines the 
past year. Alka-Seltzer and Crane 
products headed both lists in the 
drug, and plumbing and heating sup- 
plies fields. 

In order to gain insight into the 


Last Minute News Flashes 


President Urges New Food, Drugs Legislation 

Washington, D. C., March 22.—President Roosevelt today sent a mes- 
sage to Congress urging passage of legislation to regulate trade in food 
and drugs, extend regulations formerly applicable to labels to advertising 
also, and extend protection to the trade in cosmetics. 

No adequate attempt at reform in the regulation of commerce in food 
and drugs has been made since 1906, the President asserted. Because of 
the invention of new things and the “increase of advertising appeals,” 
loopholes have appeared in the old law, he said. A small minority of 
“evaders and chiselers” in the trade of food and drugs makes action im- 


perative, the chief executive declared. 


The President made no reference to any bill now pending before Con- 


gress. 


Sen. Royal S. Copeland, author of the Copeland Food and Drug 


bill, after a conference at the White House earlier this week, said the 
President had been “very sympathetic toward the legislation.” 


Frigidaire Ties Up Contest With Radio Program 

Dayton, O., March 22.—A contest with total prizes of $16,000 for writ- 
ing the best ten-word slogans utilizing words which begin with the letters 
in “Frigidaire” was announced yesterday by Frank R. Pierce, Frigidaire 


sales manager. 


The contest will be tied up with the new Frigidaire radio program 


which features Jack Pearl. 


Hoops to Hanff-Metzger; Premier Appoints 
Chicago, March 22.—Walter W. Hoops, formerly of Aubrey, Moore & 
Wallace, Inc., has joined the Chicago office of Hanff-Metzger, Inc., as ac- 


count executive. 
Chicago. 


Mr. Hoops was at one time head of his own agency in 


Advertising of Premier Dairy Brands, Inc., a division of The Borden 


Company, has been placed with the 


Chicago office of Hanff-Metzger. 


advertising and merchandising co- 
operation extended by the manufac- 
turers of established and newly- 
added trade successes, the Ross-Fed- 
eral field men were instructed to 
pass up the subjects unless the job 
bers were prepared to give complete 
answers. 

They were asked to name the three 
established products, in order, which 
had made the greatest sales in- 
creases, and the one newly-added 
product which had proved most 
profitable. Only established products 
which received at least one first 
mention were included in the tabu- 
lation. 

Twenty of the 44 food jobbers in- 
terviewed undertook to reply to this 
division of the questionnaire and 
five of them put Maxwell House cof- 
fee in first place. Kellogg and Sun- 
sweet each received 1 first and 1 sec- 
ond mention and Libby’s line was 
voted 1 first and 1 third. 


Alka-Seltzer in Lead 


Seventeen of the 40 drug jobbers 
begged the question. Among the 
others, Alka-Seltzer received 5 firsts 
and 3 seconds. Other products which 
received more than one first mention 
were, in order of votes polled, Cam- 
pana, Vicks, Pebeco, Barbasol, Wood- 
bury, Colgate, Listerine and Squibb. 

Only 19 of the 40 paint products 
jobbers interviewed felt able to ans- 
wer satisfactorily. Sherwin-Williams 
received 2 firsts, 1 second and 1 
third; Murphy, 2 firsts and 1 second; 
Devoe & Raynolds, 2 firsts and 1 
third. 

Paragon and U. S. N. Deck each 
received 2 firsts. Other products which 
received 1 first and 1 or more sec- 
ond or third mentions were Dupont, 
Pittsburgh, Pratt & Lambert, Utilac 
and Rubisto brush. 

Thirty-three of the 39 tobacco job- 
bers interviewed were ready with the 
answers. Chesterfield received 13 
firsts, 4 seconds and 5 thirds; Camel, 
10 firsts, 3 seconds and 4 thirds; 
Lucky Strike, 2 firsts, 4 seconds, and 
3 thirds; Phillip Morris, 2 firsts, 4 
seconds and 2 thirds. Only two other 
tobacco products, Kool and Wings, 
received more than 1 first mention. 


Charts Show Mediums Used 


Forty-one plumbing and building 
supply wholesalers were interviewed 
and 21 responded. Crane products 
received 5 firsts; American Radiator, 
2 firsts, 1 second and 1 third; Kohler, 
2 firsts and 2 thirds. Humphrey 
heaters, Standard Fixture and Weil- 
McLain each received 1 first vote 
and 1 or more second or third places. 

Twenty-two of the 42 electrical 
equipment and appliance jobbers in- 


Directory of Features 
Earnings of Advertisers... .27 
Editoriale 033.3. eaeews 10 
Getting Personal 
Information for Advertisers.10 
Photographic Review of the 
Week 
Radio Programs of the Week.28 
Rough Proofs .............. 1 
Voice of the Advertiser....10 
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ADVERTISING COOPERATION WHICH HELPED 
Merchandising Cooperation Given by the Manufacturer on JOBBERS MAKE 1934 SALES SUCCESSES 
Products Showing the Greatest Sales Increase in 1934 ” cin oi mm rr 
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Exclusive Coverage 


Families in Marion county 
(Indianapolis) which home- 
read The News and no other 
daily Indianapolis newspaper 
comprise a group nearly as 
large as Indiana’s second and 
third cities combined. 


York 
110 E. 42nd St. 


Dan A. Carroll, 


In the upper income areas of metropolitan Indianapolis, 
The News is read in nearly as many homes as can be 
reached by all other daily newspapers combined. 
city as a whole, it reaches 72% of the total income. 


9614% of the 145,000 circulation of The News is home- 
With few exceptions, this newspaper has 
more circulation in proportion to the population of the 
city in which it is published than any other daily news- 


delivered. 


Buying Power Searched Out 


for Advertisers in I ndianapolis 


paper in America. 


Manufacturers who use The News to carry their adver- 
tising into this fertile market need not guess about re- 
sults ... because News circulation is concentrated where 


the business 


is. 


“he \ndianapotis News 


SELLS THE INDIANAPOLIS RADIUS 


In the 


Chicago 
J. E. Lutz, 180 N. Michigan Ave. 


Plumbing and Building Supplies [7] 2.44g 


it is harmful or undesirable to use, 
any wholesome agricultural food 
commodity or any manufacture 
thereot, ....” 

The objection made by millers, bak- 
ers and processors of wheat and 
other grains is to a publication is- 
sued by the Department giving four 
diets based on four different spend- 
ing levels, from restricted to liberal. 

Representative Hope, Kansas, de- 
clared that “the Bureau of Home 
Economics seems to have gotten into 
the hands of a group of food faddists 
who are urging a change in the diet- 
ary habits of the American people. 
The principal change they have sug- 
gested has been one which would in- 
volve a great reduction in the con- 
sumption of wheat and other cereal 
products. They have done this by 
means of suggested diets. Every one 
of these diets suggest the use of a 
smaller proportion of cereals and 
wheat flour than the average con- 
sumption in this country today.” 


Picks Bayless-Kerr 

The Electric Controller & Mfg. 
Company, Cleveland, maker of elec- 
tric controls, lifting magnets and 
other products, has appointed the 
Bayless-Kerr Company, Cleveland ad- 
vertising agency, to handle its ad- 
vertising. Trade papers and direct 
mail will be used. 


Kane Promoted 


Hugh Kane, feature writer of the 
Cleveland News, has been appointed 
managing editor, succeeding A. E. 
M. Bergener, who becomes associate 
editor and special Washington repre- 
sentative. 


Flit Campaign 
Begins Earlier 


New York, March 21.—With a ten 
per cent larger appropriation than 
last year on Flit insecticide, Stanco 
Inc., is beginning its 1935 program 
earlier than usual in a campaign to 
combat moths. 

This preliminary activity  fea- 
tured by color and black and white 
advertisements in eight magazines 
and farm papers on the Flit moth 
combination offer—a moth bag with 
every quart of Flit—will continue un- 
til the end of the moth season, about 
May 15. This is the first time in 
some years that a special advertising 
effort has been undertaken during 
the moth season. 

To Use Strip Copy 


On entering the mosquito and fly 
season, Stanco plans to use strip 
copy in newspapers for the first time. 
The advertisements will be 340 and 
600 lines, with copy treating the sub- 
ject in a pseudo-comic manner. The 
illustrations will be by Helen E. Ho- 
kinson, whose work is well known to 
readers of The New Yorker and other 
magazines. During the fly-mosquito 
season, Stanco expects to use three 
or four general magazines continuing 
with copy containing Dr. Seuss’ 
drawings. 

The general campaign will include 
point of sale material. There will be 
a separate campaign on Flit powder 
in magazines. McCann-Erickson, 
Inc., is the agency. 


Action on every page both 


editorial and 


advertising in 


Baltimore Sun — Boston 
Times—Chicage Tri 


Philadelphia I wer—Pittsburgh Press— 
St. Louis Globe-Democrat—W ashington Star 


Current Circulation 
5,900,000 families 
17,700,000 readers 
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Readers send 389,285 Bible Pictures to 


“THE OLD LADY ( 


{ - 


‘® : 


SOR 


Mise 


cy 


+ 


_ of the intensified reader interest which has accompanied the 
modernization of The 6e# Lavy of Oregon—pet name in the Pacific 


ee 
aX 


Northwest for The Oregonian, 84-year-old favorite newspaper of that ter- 
ritory— was the response to The%s Lavy of Oregon's recent Bible Game. 

And sponsoring a Bible Game. by the way, is in no sense inconsistent 
with The $e Lapy of Oregon's program of rejuvenation, for in the basic, 
fundamental things, The Si Lavy of Oregon clings to the policies that 
have made her great—endeared her name to five generations of Oregonians. 
New type dress —attention-impelling headlines —Wirephotos—new features 
galore—yes, all of these and more to come—but The@s#-Lapy of Oregon 
still adheres to principles grounded deep in the Bible, the Constitution of 
the United States and the Declaration of Independence, as safe guides of 
public service and journalistic enterprise. 

Did the people of the Pacific Northwest enjoy the Bible Game? More 
than 43,000 requested copies of the rules. They purchased 10,429 extra 
reprints of the Bible pictures. Exactly 5,989 sent in completed Bible Game 
sets containing 389,285 individual Bible Pictures! That's reader response! 

Advertisers are capitalizing this new stir in the newspaper world of the 
big, rich Pacific Northwest market. They're using more linage in The 
| Oregonian at even greater profit than ever before. You, too, can do a 
| thorough selling job with this proved, hard-pulling advertising force. 


ee OREGON 


b PORTLAND, OREGON 


National Representatives: VERREE & CONKLIN, INC., New York, Chicago, Detroit, San Francisco 
National Color Representatives: ASSOCIATED NEWSPAPER COLOR, INC., San Francisco, Los Angeles, New York, Chicago, Detroit, Cleveland 


es 


Se 


43,000 OREGONIAN READERS 
PLAY THE BIBLE GAME! 


Petr Tg PTT 


Corner of The Oregonian’s Bible Game checking room 
where more than 389,000 Bible pictures are carefully 
checked against master lists. 
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SPONSORED TIME 
RECORD I$ HELD 
BY RUDY VALLEE 


Heads Fleischmann Radio 
Show Since 1929 


New York, March 21.—With a 
contract for all of 1935 in his pocket 
plus an option for an additional year, 
Rudy Vallee, who has conducted the 
Fleischmann yeast hour since Sep- 
tember, 1929, may yet succeed Pep- 
sodent’s “Amos ’n Andy” as holder 
of the commercial broadcasting en- 
durance record on the networks. 

If allowance is made for time lost 
through vacations, the crooner al- 
ready holds the honor. The “Amos 
’n Andy” program under commercial 
sponsorship was begun in August, 
1929, and Fleischmann started Rudy 
the following month. Both attrac- 
tions have continued without a break 
ever since, except for the two months 
last year when the blackface team 
took its first vacation. 

News of the new Rudy Vallee con- 


tract set NBC executives to study- 
ing the popularity of radio perform- 
ers as shown by length of time on 
the air without a break and the 
consistency of radio advertisers as 
indicated by con- 
tinuous use of 
time. 

While the rec- 
ords show that 
certain radio 
stars have held 


their popularity 
since radio’s in- | 
fancy, none of 


them can come 
close to the spon- 
sorship records | 
established by the _ — 
comedians and 
the young man 
with the soulful voice. In most in- 
stances it appears that advertisers 
think the popularity of radio head- 
liners is enhanced by frequent lay- 
offs and changes of sponsorship. 

Although proprietors of radio et- 
tractions which have broken all rec- 
ords for continuous runs, Pepsodent 
and Fleischmann are several places 
from the top in the list of continuous 
users of network time. Among 
those ahead of them are Ipana, Cities 
Service, Armour & Co. and Carna- 
tion. 

While it has been humorously 
hinted that the male public at large, 
compelled by the wishes of its con- 


Rudy Vallee 


sorts to listen to Mr. Vallee’s con- 
fidentially -modulated, lyrical mes- 
sages of love, looks upon him as 
something of a nuisance, the fact 
is that the crooner has steadily 
added to his following and thereby 
increased his value as a radio at- 
traction. 

Much of this success has been 
due to the fact that he was one of 


|| the first to appreciate the possibil- 


ities of an air variety show, and his 
early success with a feature of this 
type has led many other radio ad- 


|| vertisers to success through follow- 
||}ing the example. 


Submerging his own personality to 


||a degree that others in his profes- 


sion who lack his one-time reputa- 
tion for conceit would consider 
alarming, Mr. Vallee regularly gave 
the spotlight to guest stars and 
shared his own turn in the radiance 
with new talent he had discovered. 
Many radio headliners of recent 
times were discovered by Mr. Vallee 
and boosted to the heights through 
his efforts. The facts are well known 
in the profession and have made 
Mr. Vallee even more popular among 
fellow performers than among radio 
fans. 

His unselfish methods have also 
returned dividends to himself in 
terms of radio success. The steady 
application has convinced radio lis- 
teners that Fleischmann and Rudy 
Vallee are synonymous with a good 


show, hence the dial-twisting on 
Thursday nights from eight to nine. 


New England Group 


Starts Bus on Tour 


A large bus bearing a replica of 
the Massachusetts state house started 
March 19 on a three months’ tour of 
the East and Middle West, as part 
of the $500,000 New England adver- 
tising program sponsored by the Ad- 
vertising Club of Boston and the 
governors of the six New England 
states. 

The bus will visit large cities in 
Illinois, Kentucky, Virginia, Indiana, 
Michigan, and Pennsylvania. The 
start of the bus tour was celebrated 
at a luncheon in the Hotel Statler. 
The six chairmen of the New Eng- 
land states’ publicity bureaus ex- 
plained the program, designed to 
publicize the area’s recreational and 
industrial advantages. 


Eddie Cantor Enters 
Radio Consultant Field 


Eddie Cantor has opened offices in 
New York as a radio consultant, as 
announced in ADVERTISING AGE of 
March 2. He will advise advertisers 
on means of increasing the efficiency 
of present and proposed radio pro- 
grams. Offices have been established 
at 113 W. 57th St. 

His staff will be equipped to cre- 
ate an entire radio show, or to assist 
agencies and advertisers in planning 
=— continuity, casting and stag- 
ng. 
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CONTINUE COPY 
OFFENSIVE ON 
HOLDING BILL 


Utility Executives’ Group 
Shelves Co-Op Plan 


(Picture on Page 18) 

New York, March 21.—Advertising 
to tell the holding companies’ side of 
the Rayburn-Wheeler bill story will 
remain in the hands of the individual 
companies, rather than being done 
on a national scale for all utilities 
by the Coordinating Committee of 
Public Utility Executives, which is 
directing the fight against the pro- 
posed legislation at Washington. 

Last week the committee seriously 
considered a cooperative campaign 
pointing out the injustices of the 
Rayburn-Wheeler bill, which would 
completely wipe out utility holding 
companies in five years. 

It was learned this week that the 
committee shelved the plan, leaving 
individual companies to advertise if 
they see fit. The committee does not 
plan to take any hand in such ad- 
vertising, and does not expect to 
urge it or suggest ideas. 

This week two holding companies 
continued to advertise to defeat the 
bill. These two, the United Gas 
Improvement Company, claiming to 
be the oldest public utility holding 
company in the country, dating back 
to 1882, and the Associated Gas & 
Electric System, have been using 
space in metropolitan papers for 
this type of copy for the past few 
weeks. 

United’s space was largest, show- 
ing Uncle Sam in a thoughtful mood, 
with copy stating “it still holds true, 
Uncle Sam.” The inference is that 
this particular copy was an answer 
to President Roosevelt’s severe criti- 
cism of the expenditure of stock- 
holders’ money for advertising 
against the administration’s holding 
company program, which he called 
“propaganda.” 


Quotes Lilienthal 


This copy quoted excerpts from 
an article by David E. Lilienthal, 
director and general counsel of the 
Tennessee Valley Authority and 
member of the President’s National 
Power Policy Committee. In it he 
attributed the spread of rural elec- 
trification, “amazing advances” in 
telephony, rise of superpower sys- 
tems and many other technological 
developments to the efforts of the 
holding company. The article ap- 
peared in the Columbia Law Review 
in April, 1929. 

Associated’s copy was also vigor- 
ous, demanding to know whether the 
reader’s or his neighbor’s savings 
would be destroyed by the bill and 
whether he would break up a new 
automobile because one of its tires 
went flat. 


Honolulu Paper Marks 
Pictures “Advertising” 


A special pictorial section featur- 
ing an unusual method of advertis- 
ing was published Feb. 20 by the 
Honolulu Star-Bulletin, Honolulu, 
Hawaii, in celebration of the open- 
ing of the Haleakala road on the 
Island of Maui. 

Contributions were secured from 
various firms, whose names were 
then listed on the back page of the 
eight-page section. The pictorial 
pages were marked “advertising.” 
The contributing firms agreed that 
this type of section would be more 
successful in publicizing Maui, than 
the usual section with advertisements 
from individual firms. 


Texas to Conduct 
$750,000 Campaign 
An appropriation of $3,000,000 has 
been made for the Texas Centennial 
celebration in 1936 by the state leg- 
islature, of which sum $750,000 will 
be used for a national advertising 
and publicity campaign. 
While no definite arrangements 
have been made, it is reported that 
plans will be completed shortly. 
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ADVERTISING AGE 


1935's Increased Sales Quotas 


Pr 


are coming mostly from readers of The Comic Weekly! 


HE Comic Weekly. distributed through 
the 17 great Hearst Sunday newspapers, 
attracts the largest weekly audience on earth. 


It fascinates them with the four great 
emotional forces, the secret of all true enter- 
tainment— laughs, loves, thrills and tears. 


It is modern pictorial entertainment, pro- 
vided by the highest-paid talent in the world. 

The Comic Weekly brings to its eager pub- 
lic each week the latest doings of the world’s 
best-known and best-loved characters, head- 
liners all—Skippy, Jiggs and Maggie, Mickey 
Mouse, Flash Gordon, the Little King, Pop-Eye, 
the Katzenjammers, Tillie the Toiler, and others. 


And to advertisers, The Comic Weekly 
has brought results seldom equaled by any 
medium, even in the most prosperous times! 
$12,000 is the price of the back cover, 
$10,000 an inside color page—closing only 
eight weeks in advance. 


The Surest Way to Greater Sales! 


It makes no difference what you have to sell. 
If you want to make money, go where the 
money is! Go where the traffic is heavy. 


THE COMIC WEEKLY 


Everybody Reads The Comics 
959 Eighth Avenue, New York City . . . Palmolive Building, Chicago 


BIG CITY CONCENTRATION 


Who needs to tell you that the greatest buying in 1935—as in other 
years—will come from the larger population centers? 

Out of a total of 5,770,066 circulation—5,770.066 families—the 
greatest circulation on earth—The Comic Weekly concentrates 
4,192,008 in the major markets, the 995 Key Cities of 10,000 popula- 
tion and over. 

In these 995 Key Cities, where The Comic Weekly has a greater 
circulation than the total of the next largest national publication, 
business concentrates out of all proportion to population. These 
995 cities, with less than half the families, account for 70% of all 
retail sales. Truly the master market of America! 


Go where The Comic Weekly goes. Into 
the big cities and towns. For it is from there 
that your 1935 increased sales quota—if you 
make it—will come. 


And the most economical way to reach 
these big-city markets, this quality circula- 
tion, is through The Comic Weekly. Because 
The Comic Weekly’s color page rate per 
1000 families is less than half the average of 
the ten leading national magazines. 


Go into the largest markets, and place your 
advertising where it will get most attention. 
“More people read the comics than the front- 
page banner story,” says Dr. George H. 
Gallup .. “68% of all men, 72% of all women.” 
And 99% of the juveniles, whose influence 
on family buying, from toys and foods to 
radios and automobiles, you well know. 

Find out more about this unusual medium 
today by calling COlumbus 5-2642 in New 
York, or Superior 6820 in Chicago. 


A bold claim ... but here are the 3 inescapable 
factors upon which we base that statement 


THE COMIC WEEKLY 
Newspapers 


, March 17, 1 


a 


ee 


Now 32 pages Tabloid Size! 


The Comic Weekly, with 32 full pages of 
entertainment and advertising, is a greater 
value than ever, to the reader as well as 
to the advertiser. 
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CONSUMER UNION 
MOVEMENT GAINS 
WOMEN'S SUPPORT 


Chicago, March 21.—Housewives 
from five states, gathered at the 
Midwest Conference on Homemaking 
here, today endorsed the consumer 
education plan of the Household 
Science Institute, Chicago, which in- 
cludes a proposal by which manu- 
facturers would submit their adver- 
tising to the Institute for certifica- 
tion as to truthfulness. 

A committee on consumer educa- 
tion was appointed by the confer- 
ence to obtain the official coopera- 
tion of women’s organizations in 
backing the plan. The action was 
taken at the closing session of the 
three-day conference, held under the 
auspices of leading women’s organi- 
zations and the Institute. 

Women from Illinois, Indiana, 
Wisconsin, Michigan and Iowa were 
in attendance. A total of about 
11,000 women attended the seven 
sessions held at the Hotel Sherman. 
Many of these were delegates from 


local and state women’s. groups. 
Homemaking problems wre dis- 
cussed by prominent speakers. 

As reported in Apvertisina Acre of 
March 2, the Institute, which is di- 
rected by Chester K. Hayes, plans to 
promote intelligent buying practices 
by supplying housewives with spe- 
cific information on goods. 

The committee on consumer educa- 
tion will determine the policies and 
standards of the Institute, which will 
be supported by fees paid by manu- 
facturers for the Instituic’s research, 
education, and advertising certifica- 
tion services under plans outlined by 
Mr. Hayes at the conference. 

“Hit or miss’ merchandising meth- 
ods were criticized by Mrs. Emily 
Newell Blair, chairman of the Con- 
sumers’ Advisory Board of the NRA, 
in a talk on the housewife and the 
NRA. 

“Many producers have assumed 
that women buy chiefly according to 
style; that they are not interested in 
quality,” Mrs. Blair said. “I think 
this is a wrong assumption. There 
has been a strong consumer demand 
for truthful and useful information 
in regard to commodities purchased 
by the homemaker. On every hand 
we see indications that the house- 
wife wants quality and_ service- 
ability. 

“The high percentage of returns 
which every retail establishment 


complains of is one way in which 
the household purchaser shows her 
dissatisfaction with hit or miss mer- 
chandising methods.” 


Coffee Served to 
Radio Program Cast 


To add realism to broadcasting, an 
innovation in studio practice has 
been made during “The Manor House 
Party’ program for McLaughlin 
Manor h wuse coffee, through the ac- 
tual serving of breakfast rolls and 
coffee to the cast and guest artists on 
the program over WGN, Chicago, 
each Saturday morning at 10:30, as 
soon as the broadcast gets under 
way. 

The new McLaughlin program fea- 
tures well known guest celebrities of 
stage, screen, and radio in personal 
appearances before the microphone. 
Also featured are the Manor House 
Singing Trio and the organ-piano 
combination of Leonard Salvo and 
Harold Turner. 

A tie-up between radio and out- 
door poster advertising is effected on 
the program, through a contest offer- 
ing merchandise prizes for 15-word 
slogans about McLaughlin Manor 
House coffee to be used on the post- 
ers. Slogans are submitted on the 
backs of labels of coffee jars. 


Critchfield Moves 


Critchfield & Co., Chicago agency, 
have moved to 612 N. Michigan Ave. 
The new telephone number is Su- 


perior 0420. 


THE AGE OF IMPRESSION 


had this thrill?) The first 
Tennis Balls. 


Yes, that water hole is the 
—Rochester, the city. 
nineties. 


tive office in New York, a 
a prominent agency with a 


and articles on advertising 


for 
ics 275,000 


American Boy 275,000 
Boy’s Life.... 250,000 


800,000 


BOY! WHAT A DAY -- WHAT A THRILL 
THAT FIRST SET OF GOLF CLUBS 
FATHER’S GIFT - - UNFORGETTABLE! 


What well-known advertising man 


swer, mentioning Advertising & Sell- 
ing, wins a dozen Dunlop Golf or 


Time, the late 
Age 10 years — even then 
going strong, headed for that execu- 


and a lot of initials; who somehow 
finds time to write authoritative books 


by about 2,400,000 boys. 
tributes 825,000 readers each month. 


correct an- 


Erie Canal 


member of 
large name 


and sales— 


This boy market is a big, important market, a market that while appreciated by 
many advertisers, is understood by only a few. 
of the families in this country have children under 10 years of age—only 60 per 
cent have either boys or girls under 20—and — only 18 per cent of our families 
have children, boys or girls, of the Impressionable Age—10 to 18 years. 


These boys can best be reached through their favorite magazines—they are cover- 
to-cover readers—they read the small-type of advertisements—they want informa- 
tion—they are responsive—they are buyers and they are salesmen. They sell Dad 
and he buys. Popularize a product among the favored boys 
and its popularity will spread like wild-fire and customers 
will be made for life. 


There is the cream of every market. 
sand copies of their favorite magazines are read each month 
The Open Road for Boys con- 


We have many facts—We’ll help you prepare advertising 
or advertising literature from the boy angle through our 
Editorial slant on boys and boy habits. 


THE OPEN ROAD FOR BOYS MAGAZINE 


728 Boylston St, Boston 


{Chanin Bidg., New 


NELSON J. PEABODY, Advertising Director 
THE BOY IS STILL THE FATHER OF THE MAN! 


In learning to swing smooth and follow through, hitting square 
and driving straight down the fairway, he learned the prin- 
ciples he has applied to business, and when his ball got in the 
rough as clients are also wont to do, he has known the right 
club to use to put them back on the fairway of business. 


For instance, only 40 per cent 


Eight hundred thou- 


York {+ ‘307 Michigan Ave., Chicago 


NEW APPROACH 


UTA 


Wt If Mr. Stork calls on you, be prepared 
for an argument. For... we warn you... this 
wily old bird will try to sell you a telephone. 
First, he'll present you with just about the 


—— TELEPHONE COMPANY 


Dr. Stork turns up as a telephone 

salesman in this newspaper cop 

being run by Southwestern Bell 
Telephone Company. 


SOCONY.VACUUM 
RESUMES ANNUAL 
DEALER CLINICS 


Safety, Work Carries Mobilgas 
to Third Place 


Chicago, March 21.—The process 
of making Mobilgas and Mobiloil 
dealers mechanical experts of the 
highest order continued this week as 
the Chicago division of Socony-Va- 
cuum Oil Company resumed the 
weekly service clinics which have 
helped elevate the youthful Mobil- 
gas to third place in this territory. 

Experts of General Motors Corpo- 
ration, Ford Motor Company and 
others will lecture before Socony- 
Vacuum dealers, outlining the engi- 
neering changes which have been 
made in their respective cars and 
the ensuing demands for service. 
Dealers who pass the written exami- 
nation required by Socony-Vacuum 
receive handsome certificates, re- 
sembling diplomas, which may be 
displayed in their establishments. 

The stern requirements of the 
company extend even to service sta- 
tions which merely dispense oil and 
gas and do little or no repair work, 
and tie up with the safety campaign 
which the company has been waging. 
Careless lubrication may be dan- 
gerous for several reasons. Every 
filling station attendant, according 
to the company’s reasoning, owes 
the patron a constant checking of 
mechanical facilities to avoid seri- 
ous accidents. 


Check Many Points 


Even stations which actually sell 
only gas and oil, therefore, are 
charged with the responsibility of 
making these inspections, and pro- 
vided with reports in the form of 
door-hangers which serve as a warn- 
ing to motorists to have needed re- 
pairs made at the first opportunity. 
This report provides for an O. K. 
or a defective sign for radiator, bat- 
tery, steering gear play, tire condi- 
tion, valve caps, lubrication fittings, 
spring condition, lights, fan belt, 
water pump leak, oil filter and other 
parts of the car. 

In addition to newspaper adver- 
tising urging motorists to entrust 
lubrication only to trained and in- 
terested mechanics, dealers are pro- 
vided with direct mail campaigns 
to their own prospects, the humble 
government post card being em- 
ployed. Localized copy runs as fol- 
lows: 

“Lives are at stake. 
kakee safe. 


Keep Kan- 
Lubrication plays im- 


portant part in the safety of our 
city. Let us explain why.” This is 
signed by the dealer offering ‘“Mobi- 
Lubrication,” the new word coined to 
explain the service. 

That the lurking danger of acci- 
dents is not far away from the 
minds of most drivers is indicated 
by the enthusiastic public response 
to this campaign. Mobilgas, a com- 
parative newcomer in the Middle 
West, has been carried to popularity 
on the crest of this safety effort and 
the prestige of Mobiloil, in spite of 
the fact that one of its competitors 
is Standard Oil Company of Indiana, 
a distant relative, since Socony- 
Vacuum is a subsidiary of the Stand- 
ard Oil Company of New York. 

While national advertising of 
Socony-Vacuum is handled by J. 
Stirling Getchell, Inc., that of the 
Chicago division is directed by L. O. 
Holmberg. 


Purchases Cumberland 
Morning Newspaper 


The Times & Alleganian Company, 
publisher of the Cumberland, Md., 
Evening Times and Sunday Times, 
has purchased the Cumberland Daily 
News, which recently celebrated its 
69th anniversary. It was owned by 
Charles W. Donnelley and the estate 
of W. W. Brown, deceased. 

Space in the News, a morning 
newspaper, will be sold in combina- 
tion with the Evening Times. The 
Devine-Tenney Corporation, New 
York, national advertising represen- 
tative of the Evening Times and 
Sunday Times for the past ten years, 
will represent the combined Cumber- 
land newspapers. 


Radio Rep Firm 
to Change Name 


The name of Greig, Blair & Spight, 
Inc., Chicago, radio station represen- 
tative, will be changed April 1 to 
John Blair & Co. 

The personnel of the firm remains 
the same: John Blair, president, with 
headquarters in Chicago; Raymond 
T. Linton, vice-president, in Chicago; 
J. Curtis Willson, vice-president in 
charge of the New York territory; 
Lindsey Spight, vice-president in 
charge of the Pacific coast territory; 
and George W. Bolling, manager, De- 
troit office. 


Goes to Liberty 


J. C. Rutherford, formerly adver- 
tising manager of the Pennsylvania 
Rubber Company, Jeanette, Pa., for 
five years, has been added to the 
executive contact staff of the Liberty 
Show Printing Company, Pittsburgh. 


COLORED « 
POSTAL CARDS 


35 designs, lithographed on government 
and plain cards. Cost from 1%c to 2c 
ready to mail. Write for free sample 
set—special offer to advertising coun- 
sellors. 


MENDLE PRINTING CO., Dept. B., St. Louis, Mo. 


... andthe 
CAVALIERI 


®Balmy weather and 
things to do make Spring 
the ideal vacation time 
here. 


®Golf on two famous 
courses adjacent to the 
Hotel. Excellent stables 
and miles of rambling 
bridle paths. Indoor salt 
water pool. Trap shoot- 
ing. Real "Old Virginia" 
cooking. 


Easily accessible by 
motor, train or boat. 
Booklet upon request. 


N. Y. Booking Office 
500 Fifth Avenue 
Lackawanna 4-711! 


: HOTEL 
VIRGINIA BEACH 


VIRGINIA 
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ONE OF A SERIES OF NOTES PUBLISHED IN THE INTEREST OF A BETTER UNDERSTANDING OF THE “GROUP” FIELD, BY 


MACFADDEN 


So. 


you like the movies? 


ONIGHT, a quarter million “nice people” 

from Bronxville, Hubbard Woods, 
Burlingame and Brookline will spend their four 
bits in town or two in the home town for a 
moving picture show. 


In one simple session, they will have (1) a good 
time and (2) a sense of being typical good 
Americans on pleasure bent. 


Let them laugh with Lloyd or groan with Garbo... 
But perish the picture of “typical Americans.” 


The public spends a half billion a year on the 
movies. 


Bronxville and Burlingame contribute to that. 
They also spend their amusement cash on legit- 
imate theatres, concerts, operas, night clubs, 


golf and bridge. 


But the public—the rea/ public—shells out nearly 
eighty percent of its play pennies for movies alone! 


Photographs in motion, Swanson in song, Buck 
Jones on bronchos, Gaynor in gingham make up 


almost an entire world of escape for everyday folks. 


And radio, the second busiest amusement bet is 
much the same kind of story. 


Naturally enough, to the host of grand maga- 
zines treating the more sophisticated highlights 
of life, has been added a newer type of maga- 


zine, basing its appeal on the photographic treat- 


ment that wins eight amusement dimes out of 
ten...telling stories with photographic simplicity 
... about heroes and heroines suitable for mov- 
ing photographic perpetuation. 


These magazines have grown with the movies. 
They are providing magazine reading for the 
first time for millions of young housewives to 
whom the movies have given drama experience 
for the first time. 


And are giving magazine advertisers a new audi- 
ence among the two-thirds working class share 
of our urban population who can financially jus- 
tify thousand-dollar-a-week salaries for stars—and 
for sales managers . . . even if they don’t get it! 


WOMEN'S GROUP 


"The Original Women’s Group’’ 
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New Palmolive 
Contest Caters 
to Travel Urge 


(Picture on Page 35) 

New York, March 21.—In addition 
to the luxury of using Palmolive 
soap, 20 winners in a new contest an- 
nounced this week by Colgate-Palm- 
olive-Peet Company will enjoy the 
luxury of all-expense tours to Eur- 
ope, passage being made on the 
French Line’s new liner, the S. S. 
Normandie, which goes into service 
late in May. 

A spread in Collier’s, Liberty and 
Saturday Evening Post this week 
launched the contest. The news will 
be further spread in advertisements 
to appear in 119 Sunday newspapers. 
The Palmolive Beauty Box Theater 
program, now completing its first 
year on the air, will also play up the 
event. 

Write 100 Word Letters 


Entrants in the contest are to 
write letters of 100 words or less on 
“Why I Use and Prefer Palmolive 
Soap.” These must be submitted 
with three bands or copies of bands 
from Palmolive bars. A unique coun- 
ter display, somewhat resembling the 
front view of the Normandie, holds 


bundles of three bars each and 
dramatizes the contest at the point 
of sale. 

The first 20 prizes will be free 
tours of Europe, or $1,000 in cash as 
a substitute, this being about half 
the value of the trip, it is said. Ac- 
companied by a representative of the 
firm, these winners will sail from 
New York July 31, to be away 34 
days, during which they will visit 
Paris, Rome, London, Venice, Gen- 
eva, Vienna, Brussels, Amsterdam 
and the Hague. Each will be given 
$300 as pocket money. The round 
trip between the winner’s home and 
New York is included. 

To the dealers who sell the win- 
ners will go $500 each. In addition 
there are 1,000 other prizes of beauty 
boxes for women and toilet kits for 
men. Benton & Bowles, Inc., is the 
agency. : 


Names Lord & Thomas 


The Chicago office of Lord & 
Thomas has been appointed exclus: 
ive advertising agent of the Prest-O- 
— Battery Corporation, Indianap- 
olis. 


Hotel Appoints 


The Congress Hotel, Chicago, has 
placed its advertising account with 
Reincke-Ellis-Younggreen & Finn, 
Inc., Chicago. Newspapers, maga- 
zines, and direct mail will be used. 


Vermont Court 
Outlaws Chain Tax 


The Vermont supreme court has 
sustained a lower court’s decision 
ruling that the state’s gross sales 
tax on chain stores is unconstitu- 
tional. 

The ruling invalidates the 1933 
statute which provided for a gradu- 
ated tax on chain stores ranging from 
one-eighth of one per cent for gross 
sales of $50,000 to $100,000 per year, 
to a levy of four per cent on gross 
sales in excess of $2,000,000. 

The court based its decision upon 
the recent ruling of the United 
States Supreme Court, which de- 
clared the Kentucky chain store tax 
unconstitutional. 


NBC Changes Issuance 
Date of Publication 


Starting with the current issue, the 
National Broadcasting Company pub- 
lication, “Broadcast Merchandising,” 
will be published monthly. 

Each issue will be mailed around 
the fifteenth of the month to NBC 
clients, their advertising agencies, 
prospective users of radio, and their 
agencies. 


Lavoris Tests Roto 


Lavoris Chemical Company, Min- 
neapolis, is running a test campaign 
in rotogravure sections in three 
cities. Henri, Hurst & McDonald, Inc., 
Chicago, is in charge. 


In Southern Agriculturist 


for April 


Senator Bankhead 
Explains His TENANT BILL 


No more important article to the 
farmer of the South has ever appeared 


in any farm paper. 


It supplements an article by the same 


author giving reasons 


which Southern Agriculturist has pub- 
licized month in and month out under 
the slogan Every Farmer a Landowner 
should insure its success—Secretary 


Wallace and _ other 


why such a law 
should be enacted, 
which appeared in the 
March Southern Ag- 
riculturist and at- 
tracted widespread 
attention. 

The principles in- 
volved in this meas- 
ure have been advo- 
cated in every issue 
of Southern Agricul- 
turist (and in no 
other farm paper) for 


A Sound Editorial 
Policy Begets 
Sound Circulation 


For thirty years Southern 
Agriculturist has main- 
tained a steady growth in 
circulation without any 
backward steps and with- 
out reduction in subscrip- 
tion price —a record un- 
paralleled in the farm 
paper field. 


high officials have 
given it enthuiastic 
endorsement, and 
many Southern Rep- 
resentatives have ex- 
pressed their ap- 
proval. Its passage 
is predicted with con- 
fidence. 

Exemption of small 
homes from taxation 
also has been advo- 
cated with vigor in 
every issue by South- 


many months as the 


surest and only self-liquidating way to 
restore independence and purchasing 
power to great masses of our agricul- 


tural population. 
Senator Bankhead 


approved, after a year’s trial, by a 90 
per cent favorable vote in a refer- 
endum open to all cotton growers. 

His leadership of the movement 


is known on 
every Southern farm as a friend of 
agriculture. The cotton production 
control law which bears his name was 


this end. 


vital, sane, 


class. 


B. Kirk Rankin, Publisher 


companion to the tenant bill. This has 
already become law in a number of 
States and practically every Southern 
State is now at work on legislation to 


These are examples of the various 
efforts which constitute the editorial 
policy of Southern Agriculturist — 


farmers without prejudice to any other 
It is the kind of policy which 
attracts and holds intelligent readers. 


Over 800,000 Circulation 
Southern Agriculturist 


NASHVILLE, TENN. 


ern Agriculturist as a 


obtainable benefits for 


KENNETH COLLINS 
MAKES PLEA FOR 
OLD-TIME SPIRIT 


Unleashes Attack on Inertia 
Of Advertisers 


Washington, D. C., March 20.— 
After one year of really courageous 
activity, American business and ad- 
vertising men would be talking about 
their present problems with the 
same academic and reminiscent sat- 
isfaction as the old lads who weath- 
ered it discuss the blizzard of 1888. 

This was the declaration of Ken- 
neth Collins, assistant to the presi- 
dent of Gimbel Brothers, New York, 
speaking to the Washington Adver- 
tising Club and guests at the Na- 
tional Press Club auditorium today. 

Back in the boom days, he said, 
the business man was convinced that 
advertising “could move mountains,” 
could open new avenues of revenue, 
new markets. But when the pinch 
came, the business man lost faith. 
“If someone gave me the job of 
writing an advertisement to drama- 
tize the present great need of Ameri- 
can business,” Mr. Collins said, “‘it 
would bear the simple headline: 
‘Wanted: business courage.’ I be- 
lieve the major requirement of busi- 
ness, if it is really to get back 
where it belongs, is that  old- 
fashioned element known in the ver- 
nacular of the streets as ‘guts.’ 


Too Much Sitting 


“Oliver Sprague, of Harvard, sees 
a picture of the capital industries 
sitting complacently, watching with 
jaundiced eyes every move of the 
administration and doing nothing 
themselves. Let them do something 
—anything but their present action 
in parking here in Washington wait- 
ing for Gabriel] to blow his horn and 
start some action in steel. 

“To me the picture of the con- 
sumer industries, including as a 
major one my own field of retailing, 
showing the same lethargy, is heart- 
breaking. For I know that unless 
business gets moving in the next few 
months by its own efforts, no one 
can predict the results. 

“The shouters of panaceas and 
quack economic medicines seem 
pretty funny to us all now. They 
won’t be as funny six months or a 
year from now if business does not 
get moving, if out-of-work and im- 
poverished citizens prefer these 
‘Alice in Wonderland’ methods of 
economics.” 

Borrowing Al Smith’s phrase, 
“Let’s look at the record,’ Mr. Col- 
lins pointed out that since June, 
1933, retail business has_ steadily 
improved. And he added: 

“These gains came as the result 
of forcing the average merchant to 
cut down his chiseling activities in 
his dealings with the manufacturer, 
to demand reasonable profits for his 
goods, and to stop giving away loss 
leaders in a futile attempt to show 
profit by selling goods at no gross 
profit. They came as the result of 
forcing merchants and manufactur- 
ers to pay a living wage and thereby 
increase employment, and general 
purchasing power. 

“Yet NRA, for some inexplicable 
reason, continues to be the great 
alibi for inertia on the part of re- 
tailers who lack the nerve to go 
after business in the old-fashioned, 
hard-hitting way they used in pre- 
depression days.” 


Too Much “Mental Hookworm” 


Mr. Collins said their alibis will 
disappear when, this summer, they 
discover that the NRA will continue. 
If the NRA was discontinued, he 
said, a “condition of virtual chaos 
would exist for some time.” He 
added: 

“The real problem in advertising 
and retailing isn’t NRA, but just 
plain, old-fashioned mental hook- 
worm. The driving force in retail 
business is advertising—that is, ad- 


vertising in the broadest sense of 
sales promotion. 

“In 1926 to 1929, we all believed 
that publicity—enthusiastically con- 
ceived and properly placed, could 
move mountains. By the power of 
paid advertising we could almost 
create products out of thin air. We 
could find new markets. We could 
put new life into old institutions. 

“Then we lost our nerve. Those 
of us in advertising lost faith in our 
own craft. When the belittlers and 
the muckraking debunkers attacked 
us several years ago we raised no 
significant voice in protest. We just 
stood and took it. We let the mer- 
chants and manufacturers who be- 
lieved that inertia was the only way 
out curtail all advertising expendi- 
tures, and all creative advertising 
effort. 

“As an advertising man, the pres- 
ent inertia of my trade is as irri- 
tating as an hour in the dentist’s 
chair. For who, if not the advertis- 
ing man, the real pioneer and scout 
of modern business, fs to give busi- 
ness back its go-getting spirit? 

“This is the moment when a busi- 
ness man with vision and imagina- 
tion is going to go places if he will 
only get moving. This is the time 
the advertising man with nerve can 
hit the high spots quickly if he can 
only get going. For, frankly, he has 
practically no competition today.” 


PRINTING 


THERE Must 


Be A REASON 


e e « why so many important 
accounts continue to buy their 
printing, engravings and ad- 
setting from Faithorn, year after 
year... People rarely continue 
to use the same institutions 
regularly unless they get good 
service and full value—at a 
fair price ... When you con- 
sider the large list of accounts 
that use Faithorn, you will rec- 
ognize among them many of the 
leading advertising agencies 
and commercial concerns in 
the country. You'll get convinc- 
ing testimony if you write us for 
the names of executives we 
serve, or let us show you sam- 
ples of the productive work we 
are doing. Phone Wabash 7820. 


Exceptionally well fitted to submit ideas, 
write copy, prepare sketches and draw- 
ings—through every step of production. 


ane 


@Thisreduced ad- OVERCOAT 


vertisement for the 
Finchley Estab- 
lishment, Chicago 
and New York, 
was prepared by 
the Faithorn Corp. 


— 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish, 
but all are here, ready to serve you... 
Speed, economy and satisfaction assured. 


FAITHORN 


CORPORATION 


504 SHERMAN STREET - CHICAGO 
TELEPHONE WABASH 7820 
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NET PAID 
FEBRUARY 1935 ISSUE 


2,055,000 


Our February issue delivers a bonus of 255,000 
over the guarantee (1,800,000). Distribution for Feb- 
ruary Issue was 2,200,000. 


MARCH DISTRIBUTION 
2,240,000 


So many dealers reported a “clean” sale for the 
February issue that the March issue was placed on 
the stands five days earlier — February Ist instead 
of 5th. 

The huge distribution, the long sales period, again 
assure a net sale well over 2,000,000. 

Our 1935 circulation has been bright from the start. 
The January issue delivered a net paid bonus over 
the guarantee of 69,166. 


LARGEST NEWSSTAND SALE 
NEW MAGAZINE FIELD: 


YOUNGER HOUSEWIVES - 
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Design Versus Acceptance 


“Be not the first by whom the 
new is tried,” advised Polonius, “nor 
yet the last to lay the old aside.” 

The father of Laertes was a good 
student of human nature, which is 
another way of saying that Shakes- 
peare, as usual, was right. Today’s 
merchandising problems center 
largely around the question of how 
rapidly the public is prepared to 
accept new ideas in product design, 
and how radical may be the changes 
which it is practicable to make in 
bettering the mechanics, the mate- 
rials or the appearance of articles 
intended for popular consumption. 

It is often said, and is undoubtedly 
true, that the engineering research 
laboratories of the manufacturers of 
the country have been busier than 
ever during the past few years, de- 
veloping new and worth while prod- 
ucts which represent distinct ad- 
vances in design. The introduction 
of these new things awaits favor- 
able opportunities, and likewise in 
many cases must wait for public 
taste and acceptance to catch up 
with them. 

Many wonder at the large-scale 
consumer research operations of 
companies like General Motors, 
which has its ear to the ground in 
order to measure the desires of 
present and prospective users of 
motor cars. This is not because 
GMC lacks the engineering skill to 
develop mechanical improvements in 
automobiles, but because it desires 
to be certain that whatever changes 
are presented in its line will meet 
with the approval of the public. 


It is just as important to have a 
product which the public accepts as 
desirable as to have one that is 
good; in fact, it is more important, 
because the entire success of a 
manufacturing operation depends 
upon the salability of the product. 
Without public acceptance of its 
character, design and appearance, it 
cannot confer upon users’ the 
benefits of its advanced engineering 
service, regardless of how valuable 
this may be. 

Thus it is constantly necessary to 
be prepared to present changes in 
design and appearance, and at the 
same time not run so far ahead of 
current taste and acceptance as to 
risk failure for the product. It is 
often said that radio manufacturers 
would make many radical changes 
in the appearance of their receiving 
sets were it not for the accepted 
fact that they are thought of by 
the consumer in terms of furniture, 
and as furniture must “match” the 
character and appearance of today’s 
living rooms. 

Advertising is of course the great 
accelerator of popular taste. Through 
advertising the manufacturer can 
hasten acceptance of designs which 
at first glance may seem strange 
and alien to the American scene. 
But a gradual adaptation of a new 
and startling idea in design, rather 
than its immediate acceptance with- 
out preliminary preparation of the 
public, seems to be the sounder 
merchandising practice for most 
manufacturers. 


Louis 


The passing of Louis Wiley, busi- 
ness manager of the New York 
Times, ends a half century of service 
to the newspaper publishing and 
advertising fields. He contributed 
greatly to progress in the successful 
use of newspaper space by adver- 
tisers, and at the same time did 
more than his share to improve and 
advance the standards for the use of 
advertising in his field. 

The Times represents to publishers 
and advertisers in general the suc- 
cessful execution of sound policies 
of publishing, and Mr. Wiley, as its 
business manager for many years, 
contributed much both to the estab- 
lishment of those policies and to 
their execution. His career was not 
only successful, but important from 
the standpoint of its contributions 
to newspaper publishing in general. 

Although the newspaper which he 


Wiley 


served has won justified praise for 
its own control of advertising which 
might be regarded as objectionable 
in any way, Louis Wiley was among 
the first important executives in the 
publishing field to acknowledge the 
need for group action in establishing 
effective control for the field as a 
whole. In a statement to ADVERTIS- 
Inc AGE more than a year ago he 
emphasized the idea that coopera- 
tion of this kind is a needed supple- 
ment to individual action. 

Mr. Wiley was prolific in his con- 
tributions to advertising thought 
and practice. He spoke frequently, 
and advanced numerous ideas of 
value to the business community. 
He represented experience combined 
with a forward-looking viewpoint 
and a sound attitude toward the 
current problems of advertising and 
publishing. He will be missed. 


ONE OF THE PERILS OF BIGNESS 


"| distinctly said a goat!" 


Voice of the Advertiser 


Needs “Advertising Age” 

To the Editor: You asked me in 
a recent letter which feature of 
ADVERTISING AGE I enjoyed most. 

This is a hard question to answer 
as I find the entire newspaper very 
interesting. However, there are arti- 
cles, like articles in any other paper, 
which are not interesting but, taken 
as a whole, all of ADVERTISING AGE is 
good, and I do not see how any man 
who holds the position of advertising 
manager, and expects to keep up to 
date as to what is going on, could 
get along without it. 

S. H. DUNKEN, 
Advertising Department, Mag- 
nolia Petroleum Company, 
Dallas, Tex. 
. 2 | 


Securities Commission 
Seeks Classified Figures 


To the Editor: In connection with 
your release entitled, “Advertising 
Volume Continues to Gain,” received 
here today, we should appreciate re- 
ceiving any figures you may have 
available on classified advertising 
from January 1929 to date. We should 
also appreciate receiving future re- 
leases in this connection. 

Kindly address your reply to this 
letter, as well as future releases, to 
the Commission, for the attention of 
Paul P. Gourrich, Technical Adviser. 

Pau P. GouRRICH, 
Technical Adviser, Securities 
and Exchange Commission, 
Washington, D. C. 


>, * F 


Miniatures Tell Story 
for Hollingshead Corp. 


To the Editor: The Photographic 
Review of the Week, in your issue of 
Feb. 23, reminded me of the enclosed 
hand proof. 

It is the first of a series of minia- 
tures to be worked out with models 
and full-size products, in action, for 
the R. M. Hollingshead Corporation 
of Camden, N. J. 


The series will include all of the 


leading products of this company 
and will be available to foreign dis- 
tributors for use in their own ad- 
vertising. 


The problem in export dealer cuts 
has always been in making the pic- 
ture tell the story independently of 
all copy, even the name of the prod- 
uct, which is always in English. 

Just thought you might be inter- 
ested in this in passing. 

Epcar M. HuGHEs, 


Advertising, 
Collingswood, N. J. 


a aA A 


Wants More Dope on 


Handling of Contests 

To the Editor: Just a suggestion: 

I’ve noticed that Prof. Lloyd D. 
Herrold of Northwestern University 
is being listed as one of the judges 
on most of the prize contests now so 
popular as sales promoters. 

The Copy Cub observed recently 
that his mother must have taught 
him, while young, how to find 
needles in haystacks. 


What I’m getting at is this: An ar- 
ticle about Prof. Herrold and reveal- 
ing as much of his method of opera- 
tion as he cares to tell, should make 
darned good reading. Obviously he 
is not selected so often by accident 
and many advertising men who have 
served as judges of local contests 
would be interested to learn any 
method of handling the job if it re- 
appears. 

HARRY CLATFELTER, 


Advertising, Peoria, III. 


* F F 


Borrower Relents 
To the Editor: I am tired of bor- 
rowing your weekly. So put me down 
for a year’s subscription and send 
the paper and a bill to my home ad- 
dress. 


E. H. Hopkins, 


Hemphill Diesel Engineering 
Schools, Los Angeles, Cal. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE, 


No. 726. Holland’s—the Magazine of 
the South. 


This book contains the detailed cir- 
culation of the January, 1935, issue 
of Holland’s, by states, cities, and 
towns. It also analyzes the publica- 
tion’s editorial content, and _ fur- 
nishes market data. 


No. 729. Editorial Analysis of Nine 
Women’s Magazines for 1934. 


Needlecraft, the home arts maga- 
zine, classifies the editorial content 
of women’s magazines, as it has done 
for several years. A table shows the 
percentage of fiction, special arti- 
cles, needlework, fashion and other 
editorial material carried by pub- 
lications in the field. 


No. 730. “Over the Counter” Influ- 
ences on Sales by Brands. 


The division of marketing and re- 
search of Liberty recently studied the 
present importance of the point of 
sale, the degree to which brands are 
being determined over the retailer’s 
counter, and the importance of pref- 
erences of retail sales people. Sur- 
veys were made in five cities on eight 
major groups of commodities. This 
booklet reveals the survey findings. 


No. 731. Bridge Club of the Air. 


World Broadcasting System, Inc., 
presents a brochure on the “Bridge 
Club of the Air,” featuring the fa- 
mous “four aces,’ David Burnstine, 
Michael T. Gottlieb, Oswald Jacobi, 
and Howard Schenken. 


No. 693. A Study of the Relative 
Effectiveness of Major Advertising 
Media. 


This NBC booklet reports findings 
of a study for NBC among 2,518 drug- 
gists, grocers, and gasoline dealers 
on their preferences among types of 
advertising mediums for comparing 
advertising of the products they han- 
dle. Conducted by the Psychological 
Corporation. 


No. 697. Iowa Grocery Directory, 
Retail and Wholesale. 


This Des Moines Register € Trib- 
une guide lists 6,620 Iowa grocery 
stores by counties and towns, tells 
the circulation of the newspaper in 
each Iowa county, and furnishes 
other facts of interest to sales and 
advertising managers. 


No. 640. Introducing—A Smashing, 
Hard-Hitting Crew of Salesmen. 


An exceptionally attractive over- 
size brochure published by the Comic 
Weekly. Through the mouths of some 
of its characters, the brochure tells 
the story of reader reactions, results 
for advertisers, etc., and also reveals 
the “private lives” of the comic 
characters that make up the Comic 
Weekly family. 


No. 646. Route List of Portland Re- 
tail Druggists. 


The Portland Oregonian has just 
issued a new and complete route list 
of retail druggists in Portland, Ore., 
which should prove of value to na- 
tional advertisers and agencies desir- 
ing to contact this group of Portland 
retailers. 


No. 719. You Do What Yow'’re Told. 


Radio artists and speakers create 
friendliness, intimacy, and authority, 
three factors which have impelled 
every person to obey commands since 
infancy, declares CBS, in an inter- 
esting analysis of listeners’ psycho- 
logical reactions to the advertiser’s 
command, “write for the booklet.” 


No. 721. Selling the Bus Passenger. 


The growth, distribution, and cir- 
culation of The Highway Traveler 
are described in this booklet pub- 
lished by the Greyhound Manage- 
ment Corporation. National adver- 
tisers in the magazine are listed, and 
advertising rates given. 
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WE'LL LET 


f 

| TELL YOU ABOUT 

: THIS NEW KIND OF EDITING 

4 i , 

vi This story* is one I had been saving for a thirty-thousand 

. worder sol! had plenty of material. I think itis betterinthisshort- [im 
‘ er form as the condensation makes for swiftness of action. 44 

Mr. Wodehouse takes the words out of our mouth. We believe his 

story is better, and we believe that an editorial plan which puts a 


premium on brilliance and brevity makes better stories possible. 


Born of a new technical development which permits colorgra- 
vure magazine printing at newspaper speed, it is inevitable that 
THIS WEEK should be editorially different as well. 


So THIS WEEK breaks away from old editorial formulas. Unhamper- 
ed by tradition, it reflects the change which is going on all around 
us today. It is paced to the speed of the times. Stories are shorter 
and swifter. Articles never drag. Illustrations are crisp and color- 
ful. Every page reveals the results of a new publishing idea: the 
combination of a first class magazine with first class newspapers. 


Advertising shares in this editorial quickening. In THIS WEEK 


editorial action makes advertising activity. 
M::r Reginald, Lord Havershot, who will soon be 
“Reggie” to several million Americans. Reggie is the most 


recent creation of P. G. Wodehouse, originator of Jeeves, 

Bertie Wooster, Mr. Psmith, and many other immortals of B FOR ADVERTISING MEN 

humor. Hollywood is the scene of “Laughing Gas” and ) WHO ARE EDITORIAL MINDED 

Reggie's misadventures will solace many a tired advertising 

man in the frightful crush of contacts and closing dates. *§ “Laughing Gas,” Wodehouse’s latest serial, was written specially for THIS WEEK. 
@ It is only twenty thousand words long—not thirty. 


"3 Editorial speed makes advertising speed in over 4,000,000 homes. (THIS WEEK'S print 
order is about 5,000,000—an immediate bonus for advertisers.) 


4 All THIS WEEK'S circulation is in America’s richest sales territory, the “A” market. 
° 5 It is strong where other magazines are weak: in the sales centers. 
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ADVERTISING AGE 


March 23, 1935 


Gedex, Latherite Name 


New Gotham Agency 


The Latherite Company, shaving 
cream, and Gedex Realty Corpora- 
tion, owner and manager of proper- 
ties in New York, New Jersey, Ohio 
and Rhode Island, have appointed 
the new advertising agency, Bachen- 
heimer-Dundes, Inc., New York, to 
handle their advertising, using news- 
papers and direct mail. 

William J. Mitchell, formerly with 
the copy department of the Sterling 
Advertising Agency, has joined Bach- 
enheimer-Dundes. 


Arndt Moves 


John Falkner Arndt & Co., Phila- 
delphia advertising agency, have 
moved to larger quarters in the 
Lewis Tower Bldg. The agency now 
occupies the entire 23rd floor. 


Big Ben Copy Plays 
Up Consumer Study 
of Sleeping Habits 


LaSalle, Ill, March 20.—Because 
research disclosed that some people 
need an alarm clock of the fire gong 
variety, the Big Ben loud alarm has 
been developed, Western Clock Com- 
pany declares in a new campaign to 
clock dealers. 

The company’s announcement to 
the trade emphasizes the fact that 
the development of Big Ben loud 
alarm was preceded by a survey 
among thousands of clock users. 
The survey showed that there are 
some three distinct types of sleepers 


—light, 
sleepers. 

The new alarm will be a running 
mate to the Big Ben chime alarm, 
which with his two voices satisfies 
the needs of the light and heavy 
sleeper group. 

An active campaign on the new 
alarm is scheduled to start in The 
Saturday Evening Post April 27. Spe- 
cial display material featuring “Big 
Ben now made two ways,” will be 
distributed to dealers. 

Out of the company’s investigation 
of sleeping habits of people in every 
walk of life came convincing infor- 
mation on design preference. People 
expressed preference for a clock of 
the Big Ben chime alarm design. 
With these facts in mind, Westclox 


heavy, and extra heavy 


built the new Big Ben alarm in a 


modern case similar to Big Ben 
chime. 

The movement is the same as in 
the original leg model, with large 
winding keys and loud intermittent 
alarm. The new model has a con- 
venient hanger on the back, a large 
percentage of people having ex- 
pressed a desire for this feature. 

Millions of leg style Big Bens 
were sold by the company over a 
period of 24 years. The new loud 
alarm is a modernization of that 
model. It will be advertised at $2.95, 
along with the chime alarm at $3.50. 


Tastyeast Appoints 


Tastyeast, Inc., Trenton, N. J., has 
appointed the Clements Company, 
Philadelphia advertising agency, to 
handle its advertising. 


UA yah 


LOUISVILLE, KENTUCKY. 


the Nation’s tracks. 


So, follow Philco. You, too, will obtain big per- 
centage increases in the sale of your client’s prod- 
uct if you'll concentrate all of your Kentucky ad- 
vertising in the two newspapers which dominate 


Kentucky interest. 


the breakfast tables. 


SPACE BUYERS — 


® look at the background 
of this market: immense tobacco crops for pro- 
ducers of cigarettes ® large grain crops for the dis- 
tillers © stock farms, breeding racing horses for 
These three big-money in- 
dustries bring home the dollars year in and year 
out to maintain the consistent purchase of nation- 
ally advertised merchandise. 


®when the dawn is on 
the Bluegrass, The Courier-Journal is favorite at 


®and the Louisville 
Times completes the coverage at Sundown. 


“SALES MANAGER 
PHILCO SALES & SERVICE CO., 


®Philco is an example. 


aan Pe ama RAED EPI it 7 


“Our sales of Philto Radios for 
the past twelve months in 
1934 have increased approxi- 
mately 100% over the previ- 
ous year... 


“The Courier-Journal and Lou- 
isville Times carried approxi- 
mately one hundred thousand 
lines of Philco advertising 
from june until December, 
1934, and we believe that it 
was this consistent advertising 
campaign in your papers week 
after week and month after 
month which helped the Philco 
Dealers in Louisville and terri- 
tory to enjoy the greatest 
= taeee which they have ever 
a . 


“Again in 1935, Philco will 
dominate the . . . advertising, 
spending a considerably larger 
_ sum than was spent last year, 
and we can assure you by the 
past records that this adver- 
tising will be run exclusively 
in The Courier-Journal and 
Louisville Times as our past 
experience has proven that 
this ae brought re- 
sults. “R.'M. FOSTER.” 


wi eateries 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


1 THE COURIER-JOURNAL @ LOUISVILLE TIMES |" 


® give you coverage without competition from dawn to dusk @ 


CIRCUS AIR TO 
DOMINATE 1935 
GOODRICH) DRIVE 


Akron, O., March 20.—The B. F. 
Goodrich Company has launched 
the most extensive advertising and 
merchandising program in its his- 
tory, to push sales of Golden Ply 
Silvertown tires and other Goodrich 
automobile products to a new high 
level in 1935. 

The new advertising campaign 
which Goodrich will place back of 
its products includes radio, talking 
movies, national advertising in news- 
papers and magazines, cooperative 
newspaper advertising and special 
sales helps. 

One of the first large industrial 
concerns to sponsor a radio pro- 
gram on a national network, Good- 
rich has returned to the air with a 
comedy-drama entitled “Circus Night 
in Silvertown,” starring Joe Cook, 
the comedian, and B. A. Rolfe and 
the Goodrich Silvertown orchestra. 


Will Use 58 Stations 


The new show received its pre- 
miere March 8 over the NBC Blue 
network. On April 19, Southeastern 
NBC stations will begin broadcast- 
ing the program. At least 58 sta- 
tions on the NBC Blue and Red net- 
works will eventually be used. 

“Circus Night in Silvertown” is 
heard every Friday night from 10 
to 10:45 p.m., EST. Friday night 
was chosen for the series, according 
to the company, because Saturday 
is the biggest retail tire selling day 
in the week. 

Handbills, leaflets, handout cards, 
window streamers, and envelope 
stickers have been prepared for 
dealers’ use in drawing consumer 
attention to the new program. All 
feature the circus atmosphere as 
conveyed in the radio show. 


Magazines, Movies Used 


Dealer literature urges the dealer 
to stick the window streamer in 
his window at once, to use the 
stickers on outgoing mail, and to 
paste or tack the handbills on store 
front, poles, gas pumps, doors, and 
windows. 

Newspaper mats are being pro- 
vided, for insertion on the radio 
pages of local newspapers. Good- 
rich is paying half the cost of these 
insertions. 

The Golden Ply Silvertown tire 
will be augmented by the Cavalier 
and Commander lines, as previously. 
Other Goodrich products to be ad- 
vertised are the Gold and Black 
tube, the Seal-o-matic tube, and the 
Electro-pak battery. 

Magazines with a combined circu- 
lation of more than 22,000,000 will 
carry Goodrich copy during 1935. 
Eighty-three separate advertisements 
will be used. Newspapers will also 
be used from coast to coast. The 
Goodrich company has also an- 
nounced to dealers that it will con- 
tinue to pay half the cost of local 
newspaper advertising. 


Free Movie Tickets 


Every Goodrich dealer will receive 
the Goodrich Sales Kit, which con- 
tains books, pamphlets, wall hang- 
ers, window pennants, counter cards, 
selling folders, handbills, and other 
promotional tools. A counter-card 
will tell the “blowout” experience of 
Frank Buck. 

For local showings under dealer 
auspices, a complete consumer 
“movie” show has been developed. 
It is divided into three parts—a full 
length drama, a comedy and a news- 
reel. Free tickets for the show will 
be distributed by dealers. 

The feature picture, “Highway 
Patrol,” has a cast of Hollywood 
and Broadway stars. Harry Lang- 
don is the star of the comedy, “‘Love, 
Honor, and Obey—the Law.” The 
newsreel will show unusual rubber 
products in the making. Special 
promotional material will be sent to 
dealers. 

Another motion picture has been 
prepared to show to prospects for 
truck tires. 
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March 23, 1935 ADVERTISING AGE 


oO. SOGLOW 


‘The Horse 


You remember the old fable: 


. 


For lack of a nail, the shoe was lost. 

For lack of a shoe, the horse was lost. 

For lack of a horse, the rider was lost. 

For lack of a rider, the battle was lost. 

For lack of the battle, the kingdom was lost. 
All for the lack of a horse-shoe nail. 


This is recited, with upraised, monitory forefinger, for 
the benefit of advertisers who neglect the New York 
market. They know it is different from the rest of the 
country. They know it demands special attention. But 
they do nothing about it. They wait until they have cap- 
tured the rest of the country. They will wait a long time. 


THE 


Shoe Nail J 


For the way to capture the country is to take New 
York. That taken, 40 other citadels fall. 


In New York and these 40 other trading centers, the 
major part of all retail sales — particularly for quality 
products—are made. 


The rest of the country follows. 


We haven’t said a word about the size and importance 
of the New York market all by itself. We would rather 
not confuse the issue. We want you to think of it rather as 
the horse-shoe nail, for lack of which a kingdom was lost. 


NEW YORKER 


25 WEST 45th STREET « NEW YORK 
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ADVERTISING AGE 


March 23, 1935 


HOTPOINT COPY 
DRAMATIZES NEW 
COOKING METHOD 


Edison Starts Largest Drive 
For Product 


Chicago, March 21.—With the ap- 
pearance of copy in the April issues 
of Better Homes € Gardens and Good 
Housekeeping, the Edison General 
Electric Appliance Company will 
launch the magazine offensive of 
the most comprehensive advertising 
and sales campaign ever attempted 
for Hotpoint electric ranges. 

The basic theme in telling the 
Hotpoint story will be “miracle 
cookery,” stressing the many cook- 
ing operations and results made pos- 
sible only by the accurately meas- 
ured and controlled heat of elec- 
tricity. 

Hotpoint’s 1935 advertising, placed 
by Maxon, Inc., provides for a regu- 
lar every-month schedule of maga- 
zines. The list includes Ladies’ 


Home Journal and Woman's Home 
Companion, as well as Better Homes 
€ Gardens and Good Housekeeping. 

Instead of talking about product 
features, the Hotpoint copy will de- 
scribe the simplicity and ease of 
electric cookery so that the average 
woman, who might wish to devote 
her time to other pursuits than cook- 
ing, will be able to visualize a new 
deal in cooking, whereby she is re- 
lieved of much of the watching and 
“tending” of old-time cooking meth- 
ods. 

One of the features of electric 
cookery which will be translated 
into terms which women can easily 
understand, is the oven time control, 
appropriately termed the “chef's 
brain.” The automatic timer clock 
will be presented to the housewives 
as a robot chef who watches over 
cooking operations while housewives 
are absent. 

Women are not interested in the 
cooking agent but rather in results, 
W. A. Grove, advertising and sales 
promotion manager of the company, 
declared in explaining the reasons 
for the basic copy theme. 

“Readers want basic methods that 
will make their cooking fool-proof,” 
he said. “Advertising that ap- 
proaches a ‘demonstration’ in word 
and picture should be effective.” 

The 1935 line of Hotpoint domes- 
tic ranges includes table top and 


WEARERS GIVE OPINIONS OF DIAPERS 


hb arensibl iad 


how Night ise 


Illustrations from two of the series of single-column advertisements 
on Curity Layettecloth diapers which will be run this spring and sum- 


mer by Kendall Mills in 


"Good Housekeeping,” 
Journal," "McCall's," “Parents’ Magazine," 


"Ladies' Home 
and "Woman's Home 


Companion." 


cabinet models and prices to meet 
all needs. They are characterized 
by modern styling and design. The 
new Mayfair model is a de luxe 
range with an unusually large ca- 
pacity, yet compact in size. It is 


UP 


ik 


up UP UP 
1 


hid 


Those words tell the story of what’s 
happened to HOSPITAL MANAGE- 
MENT’S coverage of the primary 
market during the last four trying years. 


That coverage now stands 28.6% higher 
than it did in 1930. 


And this is in the cream of the market 
—those hospitals which are on the 
much-desired “approved list” of the 
American College of Surgeons. 


That quality coverage alone, reaching 
almost 80% of the bed-capacity of the 
“approved list” talks to buying power 
amounting to more than $600,000,000 


a year. 


That, coupled with reader-acceptance 
indicated by a renewal percentage of 
82.7%, is why HOSPITAL MANAGE- 
MENT is proving such an attractive 
buy to advertisers selling anything that 
is sold in a national consumer market. 


HOSPITAL MANAGEMENT 


537 So. Dearborn St. 
Chicago 


Member A. B. P. and A. B. C. 


330 West 42nd Street 
New York 


designed for the modern built-in 
kitchen. 

Hotpoint newspaper advertising 
will be placed by public utilities and 
other retailers in thousands of news- 
papers throughout the country. The 
national magazine advertising is ex- 
pected to be of considerable assist- 
ance to retail salesmen, and to 
strengthen the complete sales promo- 
tion program which has been pre- 
pared for utility merchandisers’ use 
during 1935. 

This promotion program has been 
arranged in connection with the five 
major campaigns which make up the 
year-round sales program: the “get- 
ready” campaign, during the first 
part of the year; and the spring, 
summer, fall, and Christmas cam- 
paigns. 


Seek Modernization Business 


Modernization—the keynote of the 
spring campaign—is the idea devel- 
oped in much of the literature being 
sent to dealers for their use. The 
modernization story has_ been 
adapted to electric cookery with the 
slogan, ‘“Modernize, economize — 
with electric cookery.” 

A 24-sheet poster picturing a mod- 
ern “dream kitchen” has been de- 
signed to make a strong appeal to 
home owners to modernize. 

For spring activities, a rotograv- 
ure pictorial of four pages, built 
around the modernization idea and 
electric cookery, has been prepared. 
Many folders and enclosures will 
present the modernization theme 
under such headings as “Not some 
day but today,” and “Now your kit- 
chen can be as modern as the rest of 
your home.” 

A regular service will provide sev- 
eral window displays throughout the 
year. Some of these will be ani- 
mated with flasher light effects. 

The home service department of 
Hotpoint has again offered its fa- 
cilities to newspapers and utilities 
in conducting cooking schools. Sales 
training courses for salesmen and 
service schools for service men are 
other links in the year-round pro- 
gram. 

“The Load Builders,’ Hotpoint’s 
traveling show, has been taking the 
modernization and “miracle cookery” 
sales stories directly to the utility 
companies. 

Eleven complete troupes and prop- 
erty sets have been touring the 
country since early in January pre- 
senting a program at one-day meet- 
ings attended by sales, service and 
home economics employes of power 
companies. During the first six 
weeks 100 meetings were held with 
a total attendance of more than 
15,000. 


Good year Names Harper 


Henry G. Harper has been ap- 
pointed advertising manager of the 
Goodyear Tire & Rubber Company, 
Akron, O. Associated with Goodyear 
since 1918, Mr. Harper was most re- 
cently manager of the Goodyear 
branch at Charlotte, N. C. 


Revives House Organ 


“Comptometer News,” house organ 
of Felt & Tarrant Mfg. Company, 
Chicago, was revived with the March 
issue. It will be published quarterly. 


Joins McKenzie 


Stanley P. Stanley, former pro- 
duction manager of James F. New- 
comb & Co. and Newcomb Printing 
Company, and president of the Print- 
ing Estimators Club, has joined the 
McKenzie Service, Inc., New York, 
specialists in printing dealer litera- 
ture. 


REGARDLESS 


of which came first... 


. . . the chicken or the egg, eggs are im- 
portant to bakers. Latest Census figures 
show that bakers pay $26,092,847 a year for 
eggs. As bakers do more cake business, 
and they will, they will use more eggs. 


The baking industry is growing, and as it 
grows it buys more ingredients, equipment 
and supplies. For your share of bakers’ 
business tell your story through BAKERS’ 
HELPER, the industry’s leader for almost 
a half century. It is read and relied upon 
by men with buying power and worthy of 
selling. 

Census figures show 9113 bakers do 92.6% 
of the business—so concentrate on those 
able-to-buy bakers who subscribe for 
AKERS’ HELPER without premiums or 
other extraneous inducements. 

Send for 

“Baking Industry Facts and Figures.” 


BAKERSHELPER 


“YE MAGAZINE / BAKERY PRACTICE “( MANAGEMENT 


® diy 


330 South Wells Street, Chicago, Ill. 


The Magazine of Bakery 
Practice and Management 


Mee 
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Markets 


It’s the personal confidence between 
salesmen and buyers, built up over a 
period of years, that makes markets. 
The men who read The OUTFITTER are 
in daily contact with the men who buy 
for hotels, restaurants, hospitals, insti- 
tutions, soda fountains, dining car sys- 
tems, steamship Hnes, etc. Their recom- 
mendations carry weight with these buy- 
ers who depend upon the outfitter for 
product information. 


The OUTFITTER 


1900 PRAIRIE AVE., CHICAGO 


SPLAWS € 
XHIBEITS 
1160 CHATHAM CT. 
DIVERSEY O120 
cH! Cc AGO 


Genuine 


TYPED LETTERS 


(Heooven Automatic) 


Th N Ki Mail Advertising 


Service 


Booklet ** Brass Knuckles,” Free o, Procatines 
Pittsburgh, Pa. 


319 Fifth Ave., tis 1290 


AY SCHOOLS 


ADVERTISING & COPY 
COMMERCIAL ART 
COM'L PHOTOGRAPHY 

LAYOUT AND LETTERING 

MEN'S FASHIONS AND 

PHOTO RETOUCHING 


Dept. L. V.. 116 S. Mich. Blvd., Chicago 


MMe — ssss——s— 
ee 
i Mo wonder he | 
eu no hems- , | 
4 
Jes oe ee 4 : 
™ —_———_—: kr er — — ae 
TT ; ie oy 
; = a - rat se 
; =" we - Po 
ae Z| | ‘p ES ; | 
oe os q n ee <n AS | | 
* es : ~~ ~*~ 
ae .. Ma —— i . f , = oF 
eS ae , ’ a J 4 ai oo | 
i eee, AE, i  $ 35) | 
2 5 wo — 4 4“) 
| | 
es ae Be 
ps 
a 
Rs 
asa 
Stee Pye 
eer es 
rote ae 
ite ya 
a 
ee Sais 
eee | 
os 
Soa 
Gees 
bie aman oe 
ne ae 
er open 
lr ee ey 
ai eae 
ale a Da 
ci tae = - 
| 4 4a af 
2° ile: re a 
aad |! “ea 7 pri mrrc age 673 
| to Fu 7 ite 0 — 
/ 
“s eed : | ri | 
ne “ = at ad ¢ 0%, = 
ee | | oe 
oe | | At 
a ee eA 
nag 
's ee 
ee 
ee 
eae ae | 
alee ey 
| nasnenineniontnnmin 
sieiigs Minas D_—————— 
eae CONVENTION 
exuHiBeits 
rs 7 | 
Bi Hies P OT 
sats, Se rae 
a ee | WINDOW DISPLAYS 
Ole 
| 
ng Tle a 
oo tee | — 
ie, i nS } 
- | PE 
: PY 
Co, 
ee 
pS _________________§H#!—1!____—_—_—_—______} | 
 —<—<———————————— ______s 
ie 
JESS H STRIBLING y 
ee a AN aah | 
/ Qe 
ee ) 0) SEESOCIATES 
} Wy) ‘4, 
aif 
{ 
: << ¢ 225 NORTH MICHICAN AVENUE CHICACO 
- [Rae Soa eee Be a es eee e, ae os oe er eure oe Soares hee aire greece res Seats omy 4 poate che cis ON eiaeageers ar oy ee oa a aot Rot oe aa oa aay at Bite 38 Pe? ot wae! Te Pepa ee ray oy ee re ras Sees 
vs iy Sebati pees SEE oe NR See Gee ik A aan a ae ie en (0 ea eee A es eae ea eaten aS i Obl MON re oe en ee, ea RM RUN os, pis Sits ke) eras erie gee 
ees ‘ i 5 Sa Eee it ey Ss * Sed a ak a ce pee ps ny ray ae ie pee af Sn saree ft , eb et de ees aoe)" Pease. asidide aris ee i arene sy, Y bi ie ras ers oss eee Sa wan ie yy Me sige E ewig ieee 
* it PERRIS Sera Ne SH nga Ee ROEM SS gh = 7S: a he RN Ma GUAR AMR Sc SoN SU SST ER Se Tiers jh oo ee Mie OR ATMS MRE eRe ress ee = OE ate ary oe RAs Cm Tere AS, SAUER Eyre ad ma Rat nS age ee 
er i i ia al 1S sR me RS A ioe A co eR el Qe Ma 5 Tease “cy 28, 2g ee ga RR A i SS Or I | ed a 


. I RE Be ee 


March 23, 1935 


ADVERTISING AGE 


NEW GIANT PACK 


FF RE, E “IVORY. SNOW ore 


cian IVORY SNOW 


oy epneinebeaantin.. a 


tes ge + in Detroit newspaper last 
week which announced a new giant 
package of Ivory Snow. 


MINNESOTA VOTES 
$50,000 FOR NEW 
TOURIST EFFORT 


Private Agencies to Swell 
Fund to $200,000 


St. Paul, Minn., March 21.—The 
state-supported Minnesota Tourist 
Bureau will beckon vacationists to 
the “land of 10,000 lakes” with a 
campaign to start July 1, using radio, 
newspapers, magazines and booklets. 

A yearly appropriation of $12,500 
has been increased by the legisla- 
ture to $50,000. Several other or- 
ganizations expect to contribute 
sums increasing this amount to a 
total fund of $200,000 for advertising 
purposes. 

George H. Bradley, tourist com- 
missioner, who has prepared the 
campaign to bring tourists to Minne- 
sota, told ADVERTISING AGE that the 
advertising would be placed fan- 
shaped in the South. Copy will be 
run south of Minnesota as far as 
Texas, east to Ohio, and west 
through Oklahoma, in the region 
where analysis has shown most of 
Minnesota’s tourist business lies. 

“Our copy themes call for cap- 
tions asking vacationists to ‘come to 
the greatest water-cooled area in the 
United States,’ and advertising Min- 
nesota as the land where there are 
‘sports to follow around the calen- 
dar,’” Mr. Bradley said. 

The appropriation assured by the 
legislature is the largest ever made 
by the state. Six local associations 
throughout Minnesota, in some de- 
gree affiliated with the Tourist Bu- 
reau, have set quotas of $50,000 
each, the amounts raised to be used 
in connection with the state pro- 
gram. 

“It takes two to hold ’em in Min- 
nesota,”’ magazine copy will declare. 
Fishermen will be pictured showing 
their large catches. But fishing is 
only half the story, as the text fur- 
ther states: “Bring the whole fam- 
ily to Minnesota and let everybody 
pick his own fun—canoeing, bath- 
ing, hiking, golf, tennis, horseback 
riding . . . Minnesota is made for 
vacations.” 

A special feature of the program 
will be advertising on Minnesota 
radio stations and in Minnesota 
newspapers to sell prospects on buy- 
ing lakeside sites for cottages “be- 
fore the boom starts.” 

Pictures in newspaper advertising 
will show fishing, swimming, and 
camping scenes, with cottages or 
cabins in the background. In all 
copy there will appear coupons for 
securing information from the Tour- 
ist Bureau on specific sports in 
which the writer is interested. 


Selects K. & S. 


The Davis Welding & Mfg. Com- 
pany, Cincinnati, maker of vehicle 
tanks, has appointed The Keelor & 
Stites Company, Cincinnati, as its 
advertising counsel. 
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But they don’t. 


And even if they did, few five-acre factories would 
be needed to supply the wants of the wealthy... 
only about 600,000 families had incomes in excess 
of $10,000 in 1929, according to the Brookings Insti- 
tution ... only a little over 2 million had incomes over 
$5,000. Few, indeed, would be the five-acre factories 
if mass production depended upon the demands of 
this handful of families. 


Most manufacturers know that nearly 22 million 
families, or 79 per cent of all U. S. families have 


yearly incomes under $3,000. More and more of 


MODERN SCREEN «+ RADIO ST 


149 MADISON AVENUE 


MATCHED PAPAS 
INCOME ! 


slashes nina b manne eee * 
Peaseesneseam | cessceeseste” 


these manufacturers are finding that a new and dif- 
ferent type of advertising medium which concen- 
trates in these lower income levels is a very profit- 
able investment ... more and more are turning to 
MODERN MAGAZINES to do a job among 1,300,000 
average families . . . 80 per cent of which have in- 
comes under $3,000 per year. 


Advertisers who know that the strength of the in- 
dividual magazine is the real measure of every 
group make MODERN MAGAZINES their first choice 
because it is the only group consisting entirely of 
leading magazines. 


ARS + MODERN ROMANCES 


modern magazines 


ae, 


NEW YORK 


_ MODERN MARKET FACTS 


FOR FOOD BY 965 OF ALL U. S. FAMILIES (NON FARM 


Cocomalt . . . 

ANOTHER New 

Advertiser for. 
_ TheTyro House- 7 
wife Market. 


_— 


vue 
Families with Incomes 
under $3,000 per“year 


_ Families with Incomes 
$3,000. $6,000 per year 


Families with Incomes 
$6.000 $9,000 per year 
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P & G Contest 
Proffers ‘New 
Start in Life’ 


Cincinnati, O., March 21.—Casting 
about for distinctive themes for 
prize contests, the Procter & Gam- 
ble Company has hit upon the slo- 
gan “a new start in life” as the 
keynote for a new contest on Ivory 
soap. 

Grand prizes of $5,000 each will 
go to the writers of the first and 
second best letters listing the six 
most practical uses for Ivory in the 
home, and including a sentence tell- 
ing why the writer likes Ivory soap. 

The winners are offered the choice 


of taking the award in a lump sum, 
or of using it to finance the col- 
lege education of a son or daughter 
at a future date. 

If the latter offer is more appeal- 
ing to the winner, the son or daugh- 
ter will receive $1,200 per year for 
four years upon entering an accred- 
ited university or college, and an 
additional $1,000 cash upon gradu- 
ation. 

In addition to the two grand 
prizes, there will be a second prize 
of $1,000 cash, a third prize of $500 
cash, and 560 smaller awards. The 
contest will close May 15. 


Muller to Messinger 


Allan C. Muller has joined the 
Messinger Paper Company, Chicago, 
as manager of sales promotion. 


CIRCULATION 


racket it is! 


As one of the most prominent advertising agents says: 


Supported and encouraged by lead- 
ing advertising heads, Delineator has 

ut a bomb under the high pressure 
RACKET. For a 


**] have urged Delineator to lead the way 
by throwing out all forced circulation so 
that advertisers would not be paying heavy 
premiums for mass of readers who did not 
spontaneously want publication but were 
induced to buy by high pressure methods. 


“Competition between publications to 
show big volume circulation is wastefully 
penalizing advertisers and to my mind 
constitutes the greatest evil in circulation 
buying. My thought is that we should 
lend every effort to induce magazines to 
cut away from the forced circulation 
racket. And I feel it is in the interest of 
all our clients to give Delineator full sup- 
port in this pioneering enterprise.” 


NEW YORK 


CAPITAL NEWS 
ADDS FORCE T0 
B. & 0. EFFORT 


Big Campaign for Passenger 
Traffic Launched 


Washington, D. C., March 21.— 
With dispatches from Washington 
hitting the eye of the newspaper 
reader from every ‘page, and with 


government activities the subject of 
incessant conversation, the Balti- 
more & Ohio Railroad has decided to 
seize its unique opportunity to in- 
crease travel to the nation’s capi- 
tal throuh a nationwide advertis- 
ing campaign. 


Center of Interest 


Magazines and newspapers have 
been scheduled to carry copy fea- 
turing not only Washington’s his- 
toric appeal, but also new improve- 
ments and buildings in the city, 
“offering a host of new things to 
see and new places to visit.” 

More dispatches carrying Wash- 
ington date lines are being printed 
in American newspapers than from 
any other locality, here or abroad, 
B. & O. officials noticed. The deci- 


Beginning with the April issue Delineator 
scrapped all forced circulation methods, i.e., 
nuisance boy selling, club offers, combinations 
with other magazines, et cetera, and from that 
point on will gain circulation through editorial 
excellence and simple, full-price, constructive 


circulation methods. 


RESERVE YOUR SPACE FOR 
THE JUNE ISSUE TODAY 


Net paid circulation for April and May was in excess 


of 1,800,000. 


New rates based on circulation of 1,500,000. 
$4,850.00 for black and white page. 


$6,400.00 for color page. 


CHICAGO 


DELINEATOR 


SAN FRANCISCO 


AIMED AT YOUTHS 


a THEM WASH IN 
On 
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Four-column newspaper copy for 
the B. & O. which ran this week, 
suggesting educational tours to 
Washington for school children. 


sion to reap the benefits of the sit- 
uation followed. 

Since all B. & O. trains between 
the East and West pass directly 
through Washington, it is believed 
that by stirring desire to visit 
Washington, the B. & O. can expect 
a considerable percentage of Wash- 
ington travel to head its way. 

The definite approach to prospects 
is in a coupon in the advertisements 
offering a free album of Washing- 
ton views. To strengthen this tie- 
in to an even greater extent, spe- 
cial menu cards, Washington fold- 
ers, postcards and stickers, adver- 
tisements in time tables and other 
follow-up pieces are used. 

The magazine advertisements 
have been reproduced in large pos- 
ter form for display on bulletin 
boards at ticket offices throughout 
the B. & O. system. A _ special 
letterhead has been created for use 
in answering inquiries relative to 
Washington. 


Bid for Juvenile Custom 


Copy has been designed to carry 
a forceful message to parents, and 
holds out the promise of inspiration 
to boys and girls who come to tread 
“historic ground hallowed by the 
presence of America’s immortals.” 
One advertisement stresses a girl’s 
pleasure upon visiting the capital, 
and Mt. Vernon, with its “quaint Co- 
lonial surroundings’ and memories 
of “the charm of gay gavottes and 
stately minuets.” Pictures are used 
in profusion. 


In connection with advertising in. 


publications reaching educators and 
teachers, a special classroom project 
on Washington has been prepared 
for free distribution to schools 
everywhere. Annual pilgrimages of 
school children to Washington are 
important factors in B. & O. travel 
to the nation’s capital. 

“We believe in a widespread co- 
ordination of all of our advertising 
with the current news interest in 
Washington,” explained R. C. Mac- 
Lellan, advertising agent of the B. 
& O. “Rarely have the newspapers 
and magazines given as much space 
to Washington as they do today. 
We feel that this tie-in will be 
especially effective this year.” 

B. & O. advertising is handled in 
the Eastern territory by the Rich- 
ard A. Foley Advertising Agency, 
Inc., Philadelphia, and in the West- 
ern territory by Carroll Dean Mur- 
phy, Inc., Chicago. 


San Antonians Sell 


Stamps to Aid Drive 


Stamps have been issued by San 
Antonians, Inc., to raise funds to 
continue the national advertising 
campaign started several months ago 
by the Texas organization. The 
stamps are in sheets of 24 each, and 
sell for 25 cents per sheet. The first 
print order was for 20,000 sheets. 
The stamps depict San Antonio scen- 


ery. 

The Pitluk Advertising Company, 
San Antonio, handled the advertis- 
ing in the first campaign, conducted 
on a budget of $40,000. This sum was 
raised through popular subscription. 
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ADVERTISING AGE 


Manufacturers Tell 
Why They Don’t Use 
Co-op Advertising 


Chicago, March 21.—There are two 
principal reasons why an important 
number of manufacturers of house- 
hold electrical appliances do not en- 
ter into cooperative advertising ar- 
rangements with their dealers or dis- 
tributors, the survey recently con- 
ducted by ADVERTISING AGE revealed. 

These reasons may be said to be 
(1) their margin of profit does not 
permit an advertising allowance 
budget, and (2) they prefer to sell at 
a lower net price than they would be 
able to maintain if advertising al- 
lowances were provided for. 

The study which developed these 
reasons for not maintaining a fac- 
tory-distributor-dealer or  factory- 
dealer cooperative advertising plan 
was made among manufacturers of 
radios, electric refrigerators, wash- 
ing machines, electric ironing ma- 
chines, and electric cleaners or 
sweepers, and sought to analyze the 
practices and methods followed by 
these manufacturers in setting up 
cooperative advertising plans. 

Detailed reports on the general 
plans and the specific methods of op- 
eration used by those manufactuers 
who maintain a .cooperative adver- 
tising arrangement were given in the 
March 9 and March 16 issues of Ap- 
VERTISING AGE. 

A total of 61 manufacturers, who, 
however, make 74 different products 
in the group under discussion, sup- 
plied ADVERTISING AGE with the in- 
formation upon which this survey is 
based. Of these 74 products, 48, or 
65 per cent, are backed up by a coop- 
erative advertising plan of some sort, 
while 26, or 35 per cent, are not. 


Smaller Manufacturers In Majority 


It is interesting to note, in this 
connection, that of the 26 products 
which are not supported by coopera- 
tive advertising, only seven are made 
by “A” class, or larger manufactur- 
ers, while the remaining 19 are prod- 
ucts of “B” class, or smaller manu- 
facturers; so that while only 65 per 
cent of the products represented in 
the survey are backed by cooperative 
advertising, it is safe to say that a 
much higher percentage of all elec- 
trical appliances sold have a cooper- 
ative advertising plan behind them. 

Of those who do not now use Cco- 
operative dealer or distributor-dealer 
advertising, nine reported that they 
had once used such a plan but had 
discontinued it, while the remainder 
declared that they had never tried 
such a plan. Of those who formerly 
used such a plan, but discontinued it, 
three took this action in 1930, one in 
1932, one in 1933, and three in 1934. 

Typical reasons given by those who 
do not at present use factory-dis- 
tributor-dealer or factory-dealer ad- 
vertising are as follows: 

“We believe in allowing lowest 
nets to dealers and distributors, so 
that they can establish price, opera- 
tions, etc., for their respective fields.” 

“The short margin of profit pos- 
sible under our present method of 
merchandising forced us to discon- 
tinue allowance for distributor-dealer 
cooperative advertising.” 


Profits Too Small 


“The policy of dealer-distributor 
cooperative advertising has been dis- 
continued because of a change in our 
method of marketing, as the existing 
margins of profit in our industry are 
not sufficient to absorb an expense of 
this type.” 

“We prefer to sell at net prices 
only, which are not sufficient to in- 
clude a cooperative advertising pro- 
gram.” 

“We are not in favor of cooperative 
advertising allowances. Only excep- 
tion to this is that we occasionally 
provide free dealer helps, but if 
quantities become large, we sell these 
to the dealer.” 

“The particular product regarding 
which you have inquired has rather 
limited distribution, principally due 
to the fact that it has been built to 
sell to established accounts who 


handle our principal product. We 
have used cooperative advertising 
with our leading accounts on the lat- 
ter product for a number of years. 
These are increased or curtailed ac- 
cording to purchases and location in 
principal cities.” (Note: The latter 
product is a type with which this 
study is not concerned.) 

“Our prices do not permit us to en- 
ter into any advertising cooperation 
whatsoever.” 

“We discontinued cooperative ad- 
vertising, as distributors requested 
that original price be so set as to ex- 
clude any advertising allowance in 
their original cost, and they would 
take care of their own advertising.” 

“Our product produced with a min- 
imum of overhead. All saving in cost, 
including advertising, is passed on 
to the dealer to spend as he sees fit.” 

“We discontinued our cooperative 
policy as net return diminished 


when promotion and price merchan- 
dise became a large proportion of 
volume. On the high priced end of 
our line, we depend upon house-to- 
house canvassers, and found more 
effective use for promotion funds. 
On our low priced business, only suc- 
cessful accounts are large furniture 
and department stores and utilities, 
and all of these do an excellent vol- 
ume of advertising without partici- 
pation by us.” 


Source of Argument 


“Our reason for discontinuing such 
a policy is that dealers would put 
everything in an advertisement and 
then want us to pay for it. If we did 
not, the dealers resented it. It was 
our experience that such cooperative 
policies were just a source of con- 
tinuous argument. Consequently, we 
increased discounts and discontinued 
advertising cooperation. Dealers now 
do their own advertising, and our 
men follow this up with our stand- 
ard copy.” 

“We have never participated in 
any distributor-dealer cooperative ad- 
vertising plan, selling through whole- 
sale channels or so-called jobbers. 
These outlets have evolved no method 
of the handling of cooperative adver- 
tising, and we have found that the 
majority of our wholesale distribu- 
tors prefer to obtain the merchandise 


Per Cent of Manufacturers Who Do or Do Not 
Allow for Cooperative Advertising 


“A” Mfrs. “B” Mfrs. Total 
No. % No. % No. % 
WE ovtvéanbedcadaddansecs 35 79 9 30 44 60 
Yes (in certain cases only) 2 5 2 4 4 5 
NT Re ies aed 37 84 11 37 48 65 
Se disasteresaee aktararnen 7 16 19 63 26 35 
| eS ey seh 44 100 - 30 =6100 74 100 


at the lowest base price possible and, 
in turn, endeavor to deliver to their 
clientele at a low cost.” 

“We discontinued cooperative ad- 
vertising when lowered prices made 
the expense impossible and low prices 
were necessary for competitive rea- 
sons. In addition, such prices have 
greater attractiveness in the origi- 
nal presentation to the prospect. The 
allowance becomes simply another 
form of discount, anyway.” 

“We have discontinued cooperative 
advertising simply because it is an- 
other means of getting a lower price 
and it is difficult to check returns.” 

“We prefer to establish a low net 
unit price, permitting the dealer or 


distributor to regulate his own poli- 
cies, operations, and resale prices in 
his particular territory.” 

“We are against such allowances 
unless used simply as a disguise for 
giving additional discount. The aver- 
age dealer keeps, does not spend, ad- 
vertising allowances.” 


Markets Novel Rack 


A tie rack holding from 40 to 80 
ties has been placed on the market 
by Marion R. Gray Company, Los 
Angeles, maker of Grayco shirts and 
End-Lock ties. It will retail at $1 at 
men’s stores. The rack is marked 
for color segregation, and is accom- 
panied by a suit-shirt-tie style chart. 


Advertising agencies generally do not accept a new medium 
or service until it has demonstrated its value. That is why we 
are rather proud of the number of agencies now listing one 


Advertising Agencies with ; 
one or more clients listed | 


-N. W: Ayer & Son, Inc. 
Badger and coe 


& Osborn, Inc. 
rian Bauer Ac 
‘Agency, Inc. 


- Beane Associates, Inc. | 


_ Ferry-Hanly Advertising Co., Inc. 
ELM. Freystadt Associates, 


or more of their clients in classified telephone books. 


“Where to Buy It” Service has proved its worth. By direct- 
ing prospects to nearby authorized dealers, it makes national 
advertising more resultful ... completes the buying circuit. 


Here is how it works. The agency authorizes the insertion 
of client’s trade mark or brand name in specified classified 
directories. Authorized dealer listings may be provided by the 
agency and included in the contract; or dealers may arrange 
for listings with the local Directory Representative. In either 
case agencies negotiate directly with the Bell System through 


one central source. 


A telephone call or a letter will bring full information. 
AMERICAN TELEPHONE & TELEGRAPH COMPANY, Trade Mark Service Division 


195 Broadway, New York 
(EXchange 3-9800) 


(OFFicial 9300) 


® 


311 W. Washington St., Chicage 


The Gever Company, 
— Gottschaldt Humphrey, 


‘Harrison-Rippey Adv. Co. 


mC. 


Hutchins Advertising Co. 
H.W. Kastor & Sons Co., 

y Directed Advertising, Inc 
Lamport, fox. and Company. 


Scott Mfalcudey: Ire 
~ Arthur R. Sternau— 
Bere Honford 


TYP 


ICAL 


“WHERE TO BUY IT" 
LISTING 
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CONTINUE WORK 
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plan is aided by the growing de- 
mand for two radios among families 
of moderate and low incomes, which 
also provide the greatest market for 
metered refrigerators. 


Programs Address Homemakers 


Housewives, particularly, are sus- 
ceptible to the appeal of kitchen 
radio, and the widespread presenta- 


It still tion of daytime programs with an 

holds appeal to homemakers’ fits in well 
with the new Leonard plan. 

true, Virtually every manufacturer and 

large wholesaling company has 

Uncle Sam come out with a meter selling plan, 


it was pointed out. The new com- 
bination is seen as a novelty which 
will be of distinct aid to Leonard 
dealers. 


B. B. B. Adopts 
New Copy Code 
For Retailers 


New York, March 20.—Seven 
definite stipulations which are de- 
signed to increase public confidence 
in advertising have been included in 
a revised code for retailers just 
adopted by the National Better Busi- 
ness Bureau, with which some 50 
local bureaus are affiliated. 

The standards include: 

“1. No statement or illustration 
shall be used in advertising which 
has the capacity or tendency to mis- 


lead or deceive the consumer. This 
shall include generalizations and im- 
plications. 

“2. No statement shall be used in 
advertising which attacks competi- 
tors or which reflects unfairly on 
competitors’ products, services or 
methods of doing business. 

“3. No statement shall be used in 
advertising which lays claim to a 
policy or continuing practice of gen- 
erally underselling competitors. 


Bars Misleading Copy 


“4. No statement shall be made in 
advertising which is a ‘bait’ offer, 
wherein the consumer does not have 
a fair opportunity to buy the adver- 
tised article. 

“5. No statement shall be used in 


advertising referring to cut prices 
on trade-marked merchandise or 
other goods in such manner as to 
lead the public to believe that all 
of the merchandise sold by the ad- 
vertiser is similarly low priced, 
when such is not the fact. 

“6. An advertiser shall be willing 
to fully substantiate the accuracy 


and fairness of any statement 
which he submits for _ publica- 
tion. 


“7. No advertiser shall use any 
subterfuge to frustrate the spirit and 
intent of these fair practice stand- 
ards, the purposes of which are to 
prevent advertising which misleads 
the consumer and to prevent adver- 
tising which is unfair to competi- 
tors.” 
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This United Gas Improvement 
Company newspaper copy, which 
appeared this week, cites David 
Lilienthal, TVA authority, in a 1929 
utterance on the value of holding 
companies. 


LEONARD COPY 
WILL FEATURE 
RADIO- METER 


Design Midget Set to Speed 
Refrigerator Payments 


Detroit, Mich., March 21.—Leon- 
ard Refrigerator Company has in- 
troduced a time payment plan fea- 
turing a combination “recipe” radio 
and coin meter, which is counted 
upon to lend tuneful assistance to 
dealer demonstrations, and new 
punch to Leonard advertising. 

Leonard copy in magazines and 
newspapers, and dealer advertising 
will feature the new “Radio-Len-O- 
Meter Plan,” which not only helps 
the housewife to pay for a Leonard 
painlessly, but also provides radio 
entertainment in the spot where she 
spends much of her time, the 
kitchen. 

“The new plan has a number of 
advantages over the usual type of 
meter payment plans which are ex- 
pected to make it extremely popu- 
lar,” said J. J. O’Neil, manager of 
the Leonard department store divi- 
sion, who developed the new com- 
bination. “The new plan lends it- 
self well to advertising and other 
promotion. Demonstrations will be 
more dramatic and appealing to 
prospects.” 

“Because it does not look like a 
meter,” he pointed out, “it will ap- 
peal to purchasers who might other- 
wise object to having a coin meter 
on top of their refrigerators. Op- 
eration of the ‘recipe’ radio will be 
a constant reminder to owners of 
the meter behind it, and everything 
indicates that collectors will find a 
greater percentage of accounts 
overpaid.” 


A Proven Sales Stimulator 


Quoting 1934 sales figures to prove 
that some of the largest depart- 
ment stores in the country found 
that the meter plan not only boosted 
their refrigerator sales but also in- 
creased store traffic generally, Mr. 
O’Neil declared that department 
store officials who have seen the 
new plan acclaim its value as a 
“stopper” and an “attention-get- 
ter.” 6 ns 

The new conibination is tamper- 
proof. It is so constructed that the 
coins which permit operation of the 
refrigerator also automatically per- 
mit operation of the radio-meter 
part of the combination. Made by 
a well known manufacturer, the 
unit is a four tube set with built-in 
antennae. 

Mr. O’Neil commented that the 
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048.139 Digest Incomes Over. 
$3.000, Reports Starch 


Leads 12 Magazines in 
Well-to-do Readers 


17.7% Incomes Top $5.000 


Big Buying Power Is 
Reached at Low Cost 


NEW YorRK, March 23— The latest 
magazine effectiveness report released by 
Daniel Starch, well-known independent 
consultant in Commercial Research, gives 
The Literary Digest first place in the per- 
centage of readers having incomes over 
$3,000 annually. 


Dr. Starch divides incomes as follows: 
C & D ($0—$1,999), B ($2,000—$2,999), 
BB ($3,000—$4,999), A & AA ($5,000 
and over). 
Income Brackets 


He has found that 17.7 per cent of 
Digest reader families are in the A and 
AA group ($5,000 and over)—and 34.8 
per cent are in the BB ($3,000—$4,999) 
group—a total of 52.5 per cent with in- 
comes over $3,000. Numerically he trans- 
lates this into a total of 548,189 families 
who read The Digest—and who have this 
present day income. 


Not one of the other 12 magazines sur- 
veyed had even 50 per cent of its circula- 
tion in this well-to-do group. 


Reflect Buying Power 


Dr. Starch states, “These figures are 
based. upon three factors: (1) present 
rental value of the home and (2) present 
occupations, together with amount of 
time employed, for all members of the 
family and (3) total family income as 
reported by the person interviewed.”’ 


-Then he adds, “They represent actual 


present day incomes and reflect current 
buying power.” 


Here is a “class” readership. A monied, 
buying audience available at a mass rate. 
A full page message may be presented to 
this rich Digest audience of more than a 
million families for $2,400. The respon- 
siveness of this audience has been re- 
peatedly proved by verified surveys of 
Advertising Results. 


HAS CLASS READERSHIP 


moRmeE THAN 1,000,000 corres 


WEEKLY 


iterary Digest | 
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FEBRUARY 23, 1935 


The Literary Digest leads in the percentage 
of readers whose annual income tops $3,000, 


according to a recent survey of 13 publica- 
tions conducted by Daniel Starch. 


Auto Poll Provokes 
Mueh Diseussion 


Sales Managers Urge Men 
To Heed Prediction 


NEw YorK, March 23—Publication of 
the results of The Digest automotive poll 
furnished auto manufacturers with food 
for thought. Discussion became rife. Here 
was tangible, unquestioned evidence of a 
vast market, the surface of which had not 
as yet been scratched. 

Sales managers in addressing their dis- 
tributors are urging them to heed this 
prediction of increased automotive activ- 
ity, using The Digest poll as a basis upon 
which to build definite conclusions as to 
the magnitude and location of the 1935 
motor market. 


Duteh Boy 
Tops In Digest 


Secures 163 Jobs per 100 
Digest Reader Inquiries 


Sponsor Checks Returns 


To Use 7 Four Color 
Digest Pages in 1935 


NEw York, March 23—In 1934, Dutch 
Boy White Lead returned to the pages of 
The Literary Digest after an absence of 
17 years. For this return the National 
Lead Company selected 7 full pages in 
4 colors. 

For their own information, National 
Lead checked on the sort of reception 
this return was receiving. Result —sec- 
ond lowest cost per inquiry, and 163 homes 
painted for every 100 Digest inquiries. 
To every reader responding to Dutch Boy 
advertising went a 24-page book advising 
on paint, color schemes, and many other 
facts of interest to the potential paint 
buyer. 

Agency Checkup 


445 Digest inquiries were picked at 
random from these files, and to them an 
impartial agency sent a letter and ques- 
tionnaire. “Did you paint your house— 
did you use Dutch Boy—did you tell your 
friends” were among the questions asked. 
115 or 25.6% were returned, sufficient 
to provide an accurate check. Acknowl- 
edging the results of a similar survey 
Remington Rand, Inc. say—‘“The results 
of this survey parallel the results of our 
own investigations.” 

58% of the Digest inquirers talked to 
a dealer about Dutch Boy White Lead. 
45% (or 78% of those who talked to 
dealers) used Dutch Boy. 23% intend to 
use it on their homes. For every 10 direct 
inquiries 9.5 friends were sufficiently sold 
on Dutch Boy to paint their homes with it. 

And now, from Wm. Knust, advertising 
manager ‘of National Lead — “We have 
confirmed our faith in your publication as 
an advertising medium by ordering for 
1935 the same schedule as was bought last 
year—7 four color pages. These surveys 
are an indication of the value of The 
Digest to advertisers, and they constitute 
an attempt to prove the value of magazine 
advertising in general.” 
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ADVERTISING AGE 


Masterson Named by 
“American Magazine” 


Formerly with the Chicago office 
of the national advertising depart- 
ment of the Scripps-Howard news- 
papers, Fred J. Masterson has joined 
the Chicago office of The American 
Magazine, in charge of the South- 
west territory. 

C. E. Carey, who has been handling 
the Southwest territory for the mag- 
azine, has been transferred to the 
Detroit office. 


To Chicago Office 


Dan R. Lewis has been made West- 
ern manager for Breskin & Charlton 
Publishing Company, New York, rep- 
resenting Modern Packaging, Modern 
Plastics and Packaging Catalog in 
the Chicago territory. 


BEGIN DRIVE FOR 
MODERN ICE BOX 


Cleveland, O., March 21.—With 
the theme, “Take the Modern Step 
in Refrigeration,” an extensive 1935 
sales and advertising campaign has 
been started by the City Ice and 
Fuel Company in an effort to widen 
consumer appreciation of modern- 
ized ice boxes. 

As a basis for its activities it has 
acquired extensive manufacturing 
facilities at Morrison, Ill., and has 
formed the Ice Cooling Appliance 


Corporation, producing ice-refriger- 
ated equipment. The City Ice and 
Fuel Company operates in 23 states 
and in parts of Canada. 

The “Modern Step” idea will be 
carried out in advertising including 
use of newspapers, radio, sales-aid 
folders, direct mail, display cards 
on the company’s trucks, and posters 
on the company’s properties. 

In addition to this program, the 
company will employ slide “talkies” 
and motion pictures in an educa- 
tional program, and will also operate 
assembly halls in key cities for the 
use of women’s groups. 

A complete line of ice-refriger- 
ated equipment has been developed 
by the company, equal to any com- 
petitive equipment in modern beauty 


and excellence of construction, ac- 
cording to T. J. Beck, director of 
sales promotion. 

The company expects that its ex- 
panded advertising and sales pro- 
gram will result in sales represent- 
ing an increase of 120 per cent over 
the outstanding total of last year. 

The advertising and sales program 
will be featured by the company’s 
divisions in New York, Ohio, Penn- 
sylvania, Michigan, Missouri, and 
Florida. 

Special emphasis will be placed on 
the sale of portable room coolers 
and central air conditioning systems 
using ice as the refrigerant, Mr. 
Beck said. A group of air-condition- 
ing salesmen has been added to 
the company’s organization. 


NEWS OF THE NEW DIGEST * 
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World Opinion 
Summarized 


Digest Writers Present 
Latest Review of News 


New York, March 23—There are many 
sources from which the average person 
may secure news today. Most families 
receive at least one newspaper, they hear 
news over the radio, they may read a 
news weekly. In practically every case 
the news is presented — interpreted — 
from the standpoint of a single individual 
or organization. It may be colored by the 
political, financial or other affiliations of 
the individual or media in which the news 
appears. Thus the reader has not much 
chance for independent judgment, nor 
does he get a clear picture of national 
opinion or world thought on the topics of 
the day. Only by reading many news- 
papers— American— European—Asiatic 
—could he really secure such a viewpoint. 

To meet this problem The Literary 
Digest was established. Each week the 
editorial staff determines the outstanding 
events or topics of interest among the 
millions of happenings all over the world. 
Then trained readers go through thou- 
sands of newspapers in many different 
languages. They cull the important para- 


ADVERTISERS APPROVE 


cLloTHING BETTER VISION MEN'S SHOES 
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This Remington Rand survey disclosed $49,- 
950 worth of portable typewriters sold at an 
advertising cost in The Digest of only 642%. 
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dramatic review. 


man of today. 


graphs —the essential thought. And fi- 
nally trained writers bring these world 
wide opinions together in a concise, 


Thus The Literary Digest is really a 
digest of world opinion—and as such— 
an indispensable magazine for the alert 


ONE OUT 


DIGEST POLL RESULTS 


80.9% Digest families are 
owners of one or more cars. 


30.5% say definitely that they dg 
will buy new ones in 1935, — 


20.4% not now owning a car 
will buy their first in 1935. 


In what price class will these automobile 
owners buy? 


If they continue in their present price 
class they will buy: 


In the $1,000 and under class—190,362 cars 
In the $1,000 to $2,000 class— 79,073 cars 
In the $2,000 and over class— 23,431 cars 


One out of every three will buy a 
new car in 1935. 


OF THREE 


WILL BUY NEW CARS 


$205,006,200 FOR 
292,866 CARS 


Is the quota for Digest reader 
families in ‘35. 

Manufacturers who seek and 
cultivate this vast motor car 
market will get the largest 
slices of this rich cake. Make 1,000,000 
Digest homes your showroom. Accessories 
will also play a large part with the Digest 
families who drive 700,000 cars overayear 
old. Tires, brake linings, spark plugs, gas 
and oil, will all be sold to these families. 


IT COSTS—One-quarter of a cent per 
family for 1 full page 


Three cents per family for 13 full pages 
Six cents per family for 26 full pages 


FOR BIG RESULTS AT LITTLE COST 
THE LITERARY DIGEST 


DigestSurveys 
Show Results 


Value of Magazine 
Advertising Is Proven 


Record Is Now 12 


| Advertisers All Approve 


Unique Survey Method 


NEw YorRK, March 23—With the com- 
pletion of the National Lead survey, The 
Digest has made twelve surveys of the 
actual sales results secured by twelve 
different advertisers through their copy 
in The Literary Digest. In every case the 
advertiser has carefully reviewed both 
the method of conducting the survey and 
the conclusions drawn from the results 
and extended his approval before the 
survey was published. 

In every single case the dollars and 
cents sales have demonstrated that mag- 
azine advertising on a good product or 
service will produce profits for the intel- 
ligent advertiser. 


Tangible Results 


For example, Remington Rand made 
$49,950 worth of sales at a cost of 614%. 
Lane Bryant found that 27% of those 
women Digest readers who clipped a Lane 
Bryant coupon became a Lane Bryant cus- 
tomer — (average initial order $21.83). 
Continental Oil secured 2770 new users of 
Conoco gas and 2622 new users of Conoco 
oil—better than 114 new users of Conoco 
products for every $1 of their advertising 
appropriation for Literary Digest space. 
The New England Council brought 5537 
vacationers to New England and netted 
$919,142 in tourist money at a cost for 
Digest space of less than one half of one 
per cent. The eight other surveys are 
equally convincing. 


Magazines Show Proof 


There has long been a tendency to buy 
magazine advertising on faith—and faith 
alone. In good times—steadily rising sales 
were sufficient proof but in bad times all 
too many advertisers have been lured 
away from magazine advertising by the 
pretentious claims of other media—and 
magazines had all too little proof of 
results to offer. This is no longer the case. 

With its Verified Results Surveys The 
Digest has established the value of adver- 
tising in magazines generally, as well as 
proving specifically the results advertis- 
ers are getting day in and day out through 


The Literary Digest. 


FIGHT LABOR BILL 


A blow to the people of 
New York State 


+ Crew Bill before the 
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Six-column newspaper copy used 

last week to oppose enactment of 

the full crew bill now before the 

New York legislature. All railroads 

operating in the state cooperated 
in the advertising. 


Plan Expanded 
Merchandising 
Of Brazil Nats 


Philadelphia, Pa., March 21.—Re- 
organization and expansion of the 
Brazil nut advertising fund has been 
announced by N. W. Ayer & Son, 
Inc., who will continue to direct ad- 
vertising activities. The number of 
participating members has been in- 
creased to 18 and the promotion suc- 
cessfully initiated last year will be 
continued this year on a more ex- 
tensive scale. 

The 1934 program is credited with 
moving the entire tonnage imported, 
together with a sizable surplus left 
over from 1933. Thus the members 
renew their promotion with the ad- 
vantage of starting with fresh 
stocks which should command bet- 
ter prices and induce buyers to 
make commitments earier than 
usual, the agency points out. 
Membership is comprised of 11 
importers, four brokers and three 
steamship lines interested in Brazil 
nut imports through North Amer- 
ican ports. Activities are financed 
through a fixed levy imposed on each 
100 pounds of nuts in the shell and 
on each 66-pound case of shelled nuts 
imported, collection of which is 
handled by the carriers. 


“American Weekly” 
Adds to N. Y. Staff 


William P. Baker, formerly of the 
Chicago office of The American 
Weekly, has been transferred to the 
New York office. Harry Singer and 
George W. Quigley have also been 
added to the Eastern sales staff of 
The American Weekly, and will make 
their headquarters in the New York 
Office. 

Mr. Singer, who was formerly ad- 
vertising manager of the New York 
Sunday Mirror Magazine, and na- 
tional advertising manager of the 
New York Daily Mirror for three 
years, was with The American 
Weekly from 1925 to 1929. 

Mr. Quigley formerly operated his 
own publishing business, has been 
advertising manager of Tower Mag- 
azines, Inc., and for more than eight 
years was associated with Photoplay 
as salesman, Western manager, and 
advertising manager. 


Studio Staff Enlarged 


Three commercial artists have 
been added to the staff of Gray Gar- 
field Lange, Inc., advertising art stu- 
dio, Detroit. They are Robert Kon- 
ersman, illustrator, formerly of 
Cleveland; C. Hatfield Bills, indus- 
trial .designer, formerly of New 
York; and Al Grann, Detroit, au- 
thority on posters, illustration, and 
direct mail design. 


Made Kodak Directors 


Herman C. Sievers, vice-president 
in charge of sales and advertising of 
the Eastman Kodak Company, Roch- 
ester, N. Y., and Perley S. Wilcox, 
president of the Tennessee Eastman 
Corporation, have been elected di- 
rectors of the Eastman Kodak Com- 


pany. 
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ADVERTISING AGE 


March 23, 1935 


Barkow, Easter to 


Van Hecker-Mac Leod 


William F. Barkow, formerly asso- 
ciated with Brinckerhoff, Inc., and 
Ankrum Advertising Agency, Chi- 
cago agencies, has joined Van 
Hecker-Mac Leod, Inc., Chicago, as 
account executive. 

Frank S. Easter has become asso- 
ciated with the copy and production 
department of Van Hecker-Mac Leod. 
For the past nine years he was in 
charge of advertising production of 
Photoplay, Shadoplay, and Oppor- 
tunity. 


Crump to Barron 
Murrel Crump has joined the Bar- 
rons Advertising Company, Inc., Kan- 
sas City advertising agency, as vice- 
president. For the past three years 
Mr. Crump operated his own agency 
in that city. 


Issue New Writ 
In War Against 
Shopping Guides 


Chicago, March 21,—The newest 
step in the legal battle being waged 
in Chicago against shopping news- 
papers and circulars resulted in a 
temporary resumption of the status 
which was in effect before action 
was begun, when the first division of 
the appellate court granted a writ of 
supersedeas to Shopping News, Inc., 
and Goldblatt Brothers, which per- 
mits these organizations to continue 
distributing their “newspapers” 


pending a further hearing. 
The supersedeas dissolved the 


temporary injunction against distri- 
bution of these organizations’ pa- 
pers issued last week by Judge 
Harry A. Lewis of the superior 
court. Under the terms of the in- 
junction, the defendants were re- 
strained from distributing their shop- 
ping guides “unless said advertising 
matter shall be so securely fastened 
that it can not be scattered by the 
wind on public streets, or alleys, or 
sidewalks of the City of Chicago.” 

The legal action was inaugurated 
by Carl J. Hallberg, as a taxpayer, 
through Attorney Samuel A. Ettel- 
son. 


Appoints McCracken 
Llewellyn-Seymour Company, Los 
Angeles advertising agency, has 
added S. H. McCracken to its staff 
as director of merchandising. 


Lieuallen Joins 
Izzard Company 


J. W. Lieuallen, formerly advertis- 
ing manager of the Moscow, Idaho, 
News-Review, has joined the staff of 
The Izzard Company, Seattle adver- 
tising agency, as account executive. 

He will remain in Moscow for the 
present, giving special attention to 
the advertising of the Psychiana 
movement, founded and directed by 
Dr. Frank B. Robinson, with head- 
quarters in Moscow. 


F-M Elects W. P. Jones 


W. Paul Jones, formerly advertis- 
ing and sales promotion manager of 
Servel Sales, Inc., has been elected 
vice-president and a director of Fair- 
banks-Morse Home Appliances, Inc., 
Chicago, maker of electric refrigera- 
tors, radios, and other appliances. 


When the lights are still blazing at 2 a.m. in the house 
across the street, one of three things may be going on. Your 
neighbor may be (1) tossing a party; (2) working on his 
overdue income tax; (3) reading the book-length novel in 
the back of Redbook Magazine. And if it’s around the fifth 
of the month, when Redbook comes out, you can throw away 
the first two answers. Electric companies prepare for peak 
loads. Department stores notice sales flurries. Things begin 


to hum in factories. Because this complete fifty-thousand- 
word novel—a Walpole, a Ben Ames Williams, or a Vicki 
Baum first edition—makes Redbook as valuable as a book, 
your advertising is kept on 725,000 living-room tables prac- 
tically indefinitely. And Redbook is read by both sides of 
the family. A penny tells your story to four women and 
their husbands at only $1,740 in Redbook. 

REDBOOK—the magazine plus a book-length novel 


ATTACK LEGISLATION 


Full-page advertisement in Colum- 
bus, O., newspapers last week 
which urged vocal opposition to 
the Rayburn-Wheeler holding com- 
ot legislation. It was sponsored 
y “leading retail, industrial and 
commercial firms.” 


STAMP CLUB USED 
IN BOST - MASCOT 
FILM PROMOTION 


New York, March 21.—Toothpaste 
slogan-writing has been joined to 
juvenile movie-going in a contest for 
children inaugurated by Bost, Inc. 

The plan makes capital of juvenile 
interest in the youthful actor, 
Frankie Darro, star of such films as 
“Little Men” and “No Greater 
Glory.” Bost expects a wave of 
toothpaste buying to follow the con- 
test, while theater owners anticipate 
filling their houses with youngsters. 

Representing the actor, who is 
about 17 years old, is the Frankie 
Darro Picture Stamp Club, which is 
indirectly associated with Mascot 
Pictures, his producer. 

Advertising in the film press calls 
attention of theater managers to the 
benefits of the hook-up and to the 
fact that they will benefit from 
Bost’s national radio broadcast, the 
Edwin C. Hill program, as well as 
from thousands of window displays 
and newspaper advertisements. 

The Bost tie-up is not the first 
in which Frankie Darro has figured. 
The Tootsie Rolls campaign which 
preceded it was highly successful, 
it is reported. The Bost plan has 
been changed somewhat from the 
original Tootsie Rolls set-up. 


Would Sustain Interest 


Bost will award the contest prizes, 
consisting of a trip for two to Hol- 
lywood as Darro’s guests, 200 pairs 
of roller skates, and several thou- 
sand other awards of smaller value. 

Under the plan, theater managers 
organize Frankie Darro Stamp Clubs. 
These are of a sustained nature, in 
that they hold the children’s inter- 
est for a period of some 15 weeks. 

The stamps given the child at 


‘|each performance he attends meas- 


ure two by three inches. In some 
cases, stamp albums are given. The 
stamps show Darro in various scenes 
of his pictures. Twenty-six stamps 
will be issued during the campaign. 

In addition to the Darro stamps, 
the theaters give contest blanks, call- 
ing upon the children to write a 
slogan for Bost toothpaste. The re- 
peat attendance of the children is 
encouraged by the exhibition of 
Darro serials, showing the acrobatic 
youth in many thrilling situations. 
At present, according to a repre- 
sentative of the club, there are about 
500 local Darro clubs, of which 100 
are in New York. 


Pick Promotes Collette 


Albert Pick Company, Inc., Chi- 
cago, maker of restaurant and hotel 
equipment, has appointed G. E. Col- 
lette as advertising manager. Mr. 
Collette, with the company since 
1924, has recently been in charge of 
mail-order advertising production. 
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dvertisers and advertising 


| agencies are now offered the 


benefit of my twenty-five years 


| of theatrical experience. 


Ve & 


I am prepared to consult with 


"= 


users of radio, prescribing cor- 
rective treatment for increased 


efficiency, entertainment value 


aoenmnonmer oy mma @e-* © 


and resultfulness from present 


and proposed programs. 


anoevoon 


We are equipped to build an 


entire radio production or to 


one ™ eo 


assist advertisers and agencies 


s in an advisory capacity on all 

: phases of radio... script, con- 

in tinuity, casting and staging. 

; i 

: Eddie Cantor 

: RADIO CO AS bk ae eee 
: A 


113 West 57th St., New York City 
+o fh Telephone » » » Clrcle 7-3338 
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WPTF Appoints 
Free & Sleininger 


Simultaneously with the comple- 
tion of the new transmitter of station 
WPTF, Raleigh, N. C., the station 
has appointed Free & Sleininger, 
Inc., as national representative. 

Installation of improved mechan- 
ical equipment is the first step in a 
program of WPTF expansion to pro- 
vide improved service in the South 
Atlantic states. 


Markward to Criterion 


Rube Markward, formerly with Er- 
win, Wasey & Co., The American 
Weekly, Good Housekeeping, True 
Story and recently Fletcher & Ellis, 
Inc., has been appointed Western 
sales manager of the Criterion Ad- 
vertising Company, Inc., New York, 
with headquarters in Chicago. 


Will Consider 
Amendments to 


Tobacco Code 


Washington, D. C., March 21.—A 
public hearing on proposed amend- 
ments to the codes for the retail 
and wholesale tobacco trade de- 
signed to replace the present emer- 
gency price determinations has 
been called by the NRA for March 
25 and 26. 

At present each trade is operat- 
ing under an emergency determina- 
tion of minimum mark-ups which 
must be added in all sales of cigar- 
ettes, but such orders expire March 


30. The amendments to be consid- 
ered concern proposals submitted 
by code authorities and independent 
groups. 

The code authority for the retail 
tobacco trade proposed to incor- 
porate the provisions of the emer- 
gency order into the code requiring 
a minimum markup of five and one- 
quarter per cent over the manufac- 
turers’ list price in sales of cigar- 
ettes sold for less than $5 a thou- 
sand and six and one-half per cent 
in other cigarettes. A minimum 
mark-up of eight per cent in sales 
of smokwing and chewing tobacco 
and snuff is likewise proposed. 

The alternative proposal submitted 
by a group of independent dealers 
would prohibit sales of cigarettes 
below cost, and would provide that 


any sale below manufacturers’ list 
price less 9.1 per cent would be 
deemed a sale below cost. An al- 
lowance would be fixed for costs 
of retail distribution. 

Other amendments concern cigar- 
ette vending machines and the 
wholesale trade. The hearing will 
be held at the Mayflower Hotel, 
with Deputy Administrator Irwin 8S. 
Moise in charge. 


Corset Firm Appoints 


Royal Worcester Corest Company, 
Worcester, Mass., maker of Bon Ton 
corsets, has appointed the New York 
office of Modern Art Studios to pre- 
pare and operate an itinerant display 
program consisting of a series of me- 
chanical displays to be offered to re- 
tailers. 


Ann Interview with a 


Mr. S. B—“‘Well, Mr. Salesman, you 
state that circulation in itself is but an 
empty husk. What do you mean?” 


Mr. N. S—“Just this, you might be able 
to buy all the circulation you thought 
necessary in a province or city where 
sales quotas run high, but you have no 
guarantee that this distribution is worth 
one iota more than hand bills flung on 
the front door steps. Behind circulation 
there must be purchasing power and 
buying habit.” 


Mr. S. B.—‘‘That sounds reasonable. I 
should know that I am buying quality 
with quantity, but surely the average 
publisher, in fact all publishers, give me 
those two today.”’ 


Mr. N. S—“Let’s hope so, but there is 
only one way of finding out, and that is 
through what we of the National Home 
Monthly like to call the Yardstick of 


Value.” 


Mr. S. B.—“T see, well what is this Yard- 
stick of Value?”’ 


Mr. N. S.—“‘As stated before, it com- 
prises the two necessary adjuncts to a 
magazine’s circulation by which you know 
you are getting as close to 100% value 
for the invested dollar as you possibly 
can, namely, Purchasing Power and Buy- 
ing Habit.” 


Mr. S. B.—*Yes, you mentioned those 
two before. How does the National work 
its Yardstick.”’ 


WINNIPEG Ne 


Mr. N. S—“Tn the first place, it took 
80,000 subscribers living in nine repre- 
sentative cities from coast to coast, and 
plotted each and everyone of them by 
street and number. What was the result? 
86% of them average good purchasing 
homes, of that ty of consumer res- 
ponsible for 75% of retail sales. It is all 
mapped and tabulated in our booklet 
‘Select Market Opportunities’.”’ 


Mr. S. B.—“T understand. That seems 
a pretty clear set-up for purchasing 
power. Now what about buying habits?” 


Mr. N. S.—“We have just compiled a 
questionnaire that went to every seven- 
teenth name on our mailing list. We 
understand that it is the most extensive 
ever produced in Canada, as it comprises 
more than ninety individual questions.” 


Mr. S. B.—“Quite interesting. Were the 
questions varied?”’ 


Mr. N. S—“Very much so. They cover 
electrical appliances, the motor car and 
accessories, food products, cosmetics, 
sports, wearing apparel, and in fact, 
almost every classification that might 
come to mind. The results have un- 

uestionably proved that National Home 

onthly subscribers put quality before 
price and purchase the advertised product 
every time.” 


Mr. S. B.—‘That certainly is a survey 
of buying habits. Can I get a copy?” 


Mr. N. §—“Gladly, just drop a line to 


our home office,”’ 


National 


HOME MONTHLY « = 


2 CANADA 


TAKES SKELLY REINS 


Harry Clifford, formerly advertis- 
ing manager for Skelgas Company, 
who has been named advertising 
manager of Skelly Oil Company, 
Kansas City, succeeding Cliff E. 
Ball, who has resigned to join 
Brown & Bigelow, St. Paul. 


Dealers Fight 


Amendments to 
Adjustment Act 


Washington, D. C., March 21.—Ar- 
guing that S. 1807 would give the 
Secretary of Agriculture life and 
death power over retailers in many 
lines, the National Retailers’ Coun- 
cil appeared before the Senate 
committee last week-end to protest 
against the proposed amendments 
to the Agricultural Adjustment Act. 
The Council, speaking for 200,000 
stores doing an annual volume of ien 
billion dollars, was represented by 
H. C. Petersen, secretary-manager 
of the National Association of Re- 
tail Grocers. 

“Within certain limitations,” said 
Mr. Petersen, “the Secretary of 
Agriculture would have power to go 
into private records of dealers to 
investigate costs, profits, wages paid, 
sources of supply, allowances for 
advertising, and to ascertain if they 
are obeying any number of regula- 
tions he may set up. 

“The power to license which this 
bill confers on the Secretary of 
Agriculture also gives him the 
power to destroy any business, be- 
cause it can establish a quota for 
each retailer, it can reduce the num- 
ber of sources of supply, and it gives 
him power to name a selling price 
inadequate to cover dealers’ costs 
of operation.” 


MEN For Sale 


581,000 of them; every one a 
free-spending sportsman, every 
one a reader of National Sports- 
man or Hunting & Fishing; 
93% of them are over twenty; 
their average age, in fact, is 
thirty-six. 


Price—$2.79 a thousand 
(page rate). 


NATIONAL SPORTSMAN 
HUNTING & FISHING 


Boston New York Detroit 
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WALLACE DIRECTS 
SILVER COPY TO 
‘SETTLED’ HOME 


Emphasis Is Shifted to Re- 
placement Market 


Wallingford, Conn., March 20.— 
Making an aggressive effort to per- 
suade housewives to “fill in” their 
present silver services with har- 
monizing silver, R. Wallace & Son 
Mfg. Company next month will 
launch an intensive merchandising 
program backed by national maga- 
zine copy and a variety of dealer 
helps. 

“More silver plate for the estab- 
lished home” has been selected as 
the keynote of the new campaign. 
While continuing its promotion ef- 
forts directed at newly-weds and 
brides-to-be, the company feels that 
there are many homes which have 
been “getting along” with an insuffi- 
cient supply of silver. 

Statistics obtained by Wallace in- 
dicate that 63.2 per cent of married 
women do not have enough silver 
ware, and recent surveys give reason 
for the belief that 6,000,000 families 
with homes already established will 
buy more silver this year, according 
to Charles H. Gregory, Wallace sales 
promotion manager. 

Copy largely of the news type is 
scheduled for the April and May is- 
sues of The American Home, Better 
Homes and Gardens, Ladies’ Home 
Journal, and Vogue. 

The copy will be tested by means 
of a special offer, in which readers 
are asked to send ten cents for a 
copy of the booklet, “Magic of Flow- 
ers,” containing suggestions on 
flower arrangement and table dec- 
orations. 

The first step in the campaign 
was the creation of a new pattern, 
Ultra, and the development of a dis- 
play card giving a third-dimensional 
effect by means of a concave blue 
background behind the displayed 
piece. New display chests, or con- 
tainers, were built for other Wallace 
lines. 


After “Fill-in” Market 


To fit the replacement market for 
silver as revealed by the surveys, 
the “Nine Flower Fill-in” promotion 
was worked out. 

The basic idea of the promotion 
is to sell individual pieces to “fill 
in your present siver service regard- 
less of age or pattern.” The pat- 
tern is described as suitable for use 
with almost any other pattern, on 
the ground that “flowers always fit.” 
A special display card was developed 
to illustrate this idea, with a blank 
space on which may be placed a 
spoon or any other item of the pat- 
tern, to show that it does not clash 
with the “Nine Flower.” 

To reach the “party entertaining 
set,” the company prepared a spe- 
cial buffet assortment of Wallace 
Luxor plate in a container, priced 
attractively. The assortment is de- 
scribed as desirable for any party 
occasion. 

A new brochure, “100 Years of 
Progress,” has been issued to deal- 
ers. It contains not only institu- 
tional material but also a complete 
outline of the 1935 Wallace mer- 
chandising program. 

In connection with its anniversary, 
the company has struck a bronze 
medal bearing on one side the like- 
ness of Robert Wallace, founder, 
and on the reverse, illustrations of 
the original factory and the present 
plant. The medal has been widely 
distributed. 


Walker Makes Changes 


Walker & Co., Detroit, outdoor ad- 
vertising, will discontinue poster cov- 
erage of Rockwood, South Rockwood, 
and Washington, Mich., as of May 1, 
1935. A new rate has been estab- 
lished for poster showings in a list of 
12 towns near Detroit, among other 
changes in the firm’s poster service 
in the metropolitan Detroit trading 
area. 


Watts Transferred 


to New York City 


F. K. Watts, who has represented 
the Springfield Union and Republican 
«& News in New England, with head- 
quarters in Boston, has been ap- 
pointed New York representative of 
those newspapers. 

W. J. Edwards has been named to 
succeed Mr. Watts as New England 
representative. Mr. Watts was as- 
sociated with the national advertis- 
ing department of the Boston Trans- 
cript for ten years. 


Shea Joins Smith 


Lawrence Shea, for several years 
account executive with Chambers & 
Wiswell, Inc., Boston advertising 
agency, has joined the C. Brewer 
Smith advertising agency, also of 
Boston, in a similar capacity. 


Golf Ball Firm 
Increases 1935 
Copy Schedule 


New Bedford, Mass., March 21.— 
Following a sensational rise in sales 
of its golf balls, attributed largely 
to aggressive merchandising and ad- 
vertising of a quality product, the 
Acushnet Process Company has 
boosted its 1935 advertising appro- 
priation over that for 1934. 

Sales by the company in 1934 
showed an increase of more than 300 
per cent as compared with 1933, ac- 
cording to P. E. Young, president in 
charge of advertising. Indications 


are that the 1934 sales total will be 
doubled this year. 

Space will be used in Collier’s and 
The Saturday Evening Post, and in 
American Golfer, Golfing, Midwest 
Golfer, Pacific Coast Golfer, and the 
PGA Magazine. 

Direct mail will be used, and 5,000 
wall sheets listing golf rules will be 
distributed. More than 100,000 book- 
lets entitled “12 Money Shots in 
Golf,” will be distributed through 
professionals, and by mail requests. 

The X-ray method of inspecting the 
Acushnet ball, launched in 1933, re- 
sulted in a uniform center for the 
golf ball, guaranteeing perfect flight, 
according to the company, which em- 
phasizes the process in its copy. 

Salesmen of the company deal di- 
rectly with the professional, with the 


exception of the Pacific coast and 
Florida, where the company has a 
distributor selling only to the golf 
professionals. Louis de Garmo, of de 
Garmo-Kilbourn Corporation, New 
York advertising agency, is in charge 
of the Acushnet account. 


Appoint Greve 


The American Hoist & Derrick 
Company, St. Paul, has placed its ad- 
vertising account with the Greve Ad- 
vertising Agency, Inc., of that city. 
Bronson West is in charge of the ac- 
count. 


Join Friend-Wiener 
Ann Dodge and Benjamin Weber 
have joined Friend-Wiener Advertis- 
ing Company, Inc., New York, as ac- 


count executives. 


ePOPULAR FALLACIES 


OF ADVERT 


ISING e 


enced. 


Goop advertising often works on 
consumers without making them 
conscious that they are being influ- 


Even without scientific checks 


‘Advertising Never Sold ME 
Anything 


of reader habits, the sheer volume 
of advertising being published to- 
day is prima facie evidence that a 
great many people are responsive 
to its varied appeals. 


As a matter of fact, however, the day 
of guesswork as to how many people read 
advertisements is practically gone. Busi- 
ness men, today, need not rely on guesses 
and hopes. There are service organiza- 
tions whose business it is to check the 
reading of advertisements and the listen- 
ing audiences of radio programs. They 
obtain evidence of the results of ad- 
vertising by personal contact with actual 
consumers. Certain advertisers spend as 
much as $40,000 a year to do this kind 
of checking for themselves. 

No one truthfully can say ‘‘Adver- 
tising never sold me anything”. . . be- 
cause the people who do read adver- 
tisements make the markets for those 
who do not. 

The response of readers of advertising 


AS an advertising man you resent 
unfair attacks upon the integrity 
of your profession. You appreciate 
a defense like this spread before 
260,000 fellow business men, your 
clients. QEvery business suffers 
likewise from fallacious thinking— 


coal, ice, banks, railroads, whole- 
salers. They likewise esteem a 
stout defender. QFor 20 years 
NATION’S BUSINESS has fought 
popular fallacies of every busi- 
ness. That is one reason why it 
holds the loyalty of its readers. 


is the guide used by manufacturers and 
merchants in deciding what to make and 
sell. The brands and grades that the 
readers of advertisements want are the 
brands and grades that the non-readers 
get .. . even though the latter are un- 
willing to credit any influence to ad- 


vertising. 


+3 NATION’S BUSINESS 


260,000 CIRCULATION 


PUBLISHED MONTHLY AT WASHINGTON BY THE UNITED STATES CHAMBER OF COMMERCE 
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PRIZE CONTEST 
FORBIDDEN AS 
BEER STIMULUS 


FACA Proposes New Restric- 
tions on Brewers 


Washington, D. C., March 21.— 
Regulations which leading brewers 
assert will cut them off from ordi- 
nary methods of sales promotion 
employed by all lines of business 
have been proposed by the Federal 
Alcohol Control Administration. A 
hearing will be held March 27. 

Section 2 of the proposed regula- 
tions would prohibit brewers and 
wholesalers from giving away or 
selling any accessory, such as serv- 
ice trays, ash trays, coasters, foam 
scrapers, etc. While this is evi- 
dently intended to accentuate the di- 
vorce between brewers and retail 
outlets, the former assert that the 
proposed regulation is unreasonable 
and contrary to the spirit which re- 
sulted in repeal of the 18th amend- 
ment. 

Section 4 is even more drastic, 
reaching over the dealer’s shoulder 
to bar brewers from offering any 
prize except novelties of nominal 
value to either trade or consumer 
buyers. This section specifically bans 
prize contests of all kinds, “whether 
or not the privilege of competing is 
conditioned on the purchase of prod- 
ucts of the brewing industry.” 

There are other provisions which 
brewers say are calculated to harass 
them in the normal conduct of their 
business. One, for instance, makes 
it illegal for a brewer to send a 
friend a keg of beer as a token of 
his appreciation, unless the gift be 
made on the premises “for immedi- 
ate consumption.” 


Text of Sections 


Resentment, however, centers prin- 
cipally on Sections 2 and 4. The for- 
mer reads as follows: 

“Equipment, fixtures and supplies 
—Except as provided in Section 3, a 
member of the industry shall not fur- 
nish, give, lend, rent or sell, directly 
or indirectly, any equipment, fixtures, 
or supplies, to any person engaged in 
selling products of the brewing in- 
dustry for consumption on the prem- 
ises where sold. For the purposes 
of these regulations, any article, re- 
gardless of its value, having utili- 
tarian value in connection with the 
operation of an establishment where 
products of the brewing industry are 
sold for consumption on the prem- 
ises, if intended for use in such es- 
tablishment, shall be regarded as 
equipment, fixtures or supplies. 


“Included among articles prohib- 
ited by this section are all articles 
generally referred to as furniture and 
fixtures, all equipment used in con- 
nection with the dispensing and serv- 
ing of products of the brewing indus- 
try, all clothing and other accesso- 
ries used or worn by bartenders, 
waiters, or others when serving such 
products and all other serviceable 
accessories, such as service trays, 
glasses, ash trays, coasters, beer 
mats, doilies, foam scrapers, bottle 
openers, menu cards, sales tickets, 
meal checks. 


“The placing of advertising matter 
on such articles does not change 
their character as equipment, fix- 
tures, or supplies if they are fur- 
nished for use in an establishment 
where products of the brewing in- 
dustry are sold for consumption on 
the premises.” 


Relief for Distillers 


Washington, D. C., March 21.—Pro- 
posed amendments designed to elimi- 
nate from codes provisions authoriz- 
ing industries controlled through the 
Federal Alcohol Control Administra- 
tion to pay trade buyers for special 
advertising and distribution service, 
will be given consideration at a spe- 
cial hearing tomorrow, Joseph H. 


Choate, Jr., 
nounced. 

The amendments are for the codes 
of the Distilled Spirits Industry, the 
Distilled Spirits Rectifying Industry, 
the Wine Industry, the Alcoholic Bev- 
erages Importing Industry, and the 
Alcoholic Beverage Wholesale Indus- 
try and distilled spirits and wine. 

It is stated that in many instances 
where advertising allowances have 
been made, the money has been di- 
verted to other uses. Some retailers 
have systematically demanded, as a 
condition of purchase, the payment 
of monthly rental charges for display 
space in their windows. The rates 
demanded are usually greatly in ex- 
cess of the value of the service 
rendered, thereby giving the payment 
the effect of a rebate. 


administrator, has an- 


Ford Starts 
Sales Course 


Dearborn, Mich., March 21.—The 
Ford Motor Company has launched a 
“graduate course” in merchandising 
and salesmanship for Ford V-8 sales- 
men throughout the ‘United States, 
under the guidance of factory-trained 
instructors in 34 metropolitan cen- 
ters. 


The instructors have been provided 
by the home office with sound film 
projection equipment, cutaway mod- 
els of both the commercial and pas- 
senger vehicles, advertising litera- 
ture, charts, photographs and text 
books. 


The training course is part of the 
educational program to be conducted 
for salesmen in 1935 and in future 
years, offering salesmen help in bet- 
tering their incomes. 

Before the year closes it is ex- 
pected that every Ford salesman in 
each of the thousands of dealerships 
from coast to coast and from the 
Canadian border to Texas, will have 
completed the course. 

The instructors, who were selected 
from each of the 34 Ford branches, 
made a special trip to Dearborn to 
study sales methods under the au- 
spices of the general sales depart- 
ment. 

In most cases the schools are be- 
ing conducted in the Ford branches, 
where salesmen come regularly to 


attend classes. In a few instances, 


the schools are virtually “traveling 
universities,” moving from city to 
city and holding classes for sales- 
men representing the more sparsely 
populated territories. 


Names F. L. & K. 


Frost, Landis & Kohn, New York, 
publishers’ representatives, have been 
appointed national advertising rep- 
resentatives of the Strasburg, Va., 
Northern Virginia Daily. 


Promoted by CBS 


Donald W. Thornburgh has been 
named assistant to H. Leslie Atlass, 
vice-president of the Columbia Broad- 
casting System, in charge of the 
Western division at Chicago. He was 
formerly with the Chicago CBS sales 
department. 
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Hickok, Livingston, 


Join Reliance Graphic 


Charles H. Hickok, for five years 
production manager of the direct 
mail division of the R. H. Donnelley 
Corporation, has joined the Reliance 
Graphic Corporation, New York, in 
a similar capacity. 

Louis Livingston, who recently 
headed his own direct mail organiza- 
tion, has become associated with the 
Reliance Graphic Corporation as 
— of the dealer direct mail divi- 
sion. 


With Donahue & Coe 


Howard M. Fillebrown, formerly 
with Topping & Lloyd, Inc., and 
Frank Seaman, Inc., has joined Do- 
nahue & Coe, Inc., New York, as ac- 
count executive. 


Lucky Strike to 
Present 52 Hour 
Network Programs 


New York, March 21.—The new 
Lucky Strike cigarette program, 
heralded by a long search for the 
perfect show, will take the air April 
20 and be heard on successive Sat- 
urday nights from 8 to 9, EST, over 
the NBC-WEAF network. 

The act, a variety hour, featuring 
Lennie Hayton’s 35-piece dance or- 
chestra, a master of ceremonies yet 
to be chosen and guest stars, and 
titled, “The Hit Parade,” will be 
directed by Lord & Thomas. 

The contract for 12 months, signed 


this week, indicates the American 
Tobacco Company’s intention to re- 
sume year-round radio advertising 
for Lucky Strikes. The continuous 
basis was abandoned for this prod- 
uct in the spring of 1933, the re- 
port at that time being that the 
absence would end as soon as a 
better program could be built which 
would assure the advertiser a place 
with the top headliners. 

The former regular program bid 
for popularity with an ultra-modern 
dance orchestra, the lively tunes of 
which appealed chiefly to the high 
school set and Lindy hoppers. The 
dance tunes to be offered on the 
forthcoming program will be more 
conservative and the intervals will 
be longer. 


Lucky Strike’s only contribution 


to air entertainment last year was 
the broadcasts of the Metropolitan 
Opera. There were 17 such broad- 
casts on Saturday afternoons. 


Baker Joins Agency 
A. J. Baker, recently with Outdoor 
Advertising, Inc., on national con- 
tact, and before that with General 
Outdoor Advertising in a similar 
capacity, has joined the outdoor ad- 
vertising department of Donahue & 


Coe, Inc., New York advertising 
agency. 
Pick Convention City 


Directors of the United States 
Brewers Association, meeting in New 
York, decided to hold the 60th an- 
nual convention in Los Angeles next 
October. 


and of all ways to sell 


the Coast’s 3 Most Responsive Markets 


the Most Productive is... 


COLOR on the 


"THere is abundant proof 
that the shock factor of extra COLOR 
in the regular black-and-white pages of 
the Los Angeles Examiner, San Fran- 
cisco Examiner and Seattle Post-Intelli- 
gencer is probably the most profitable 
sales-force in the three rich Coast Markets. 


It is no accident that, in the remarkable 
survey shown at the left, leading food- 


product executives 


San Francisco, Seattle among the 30 most 
responsive markets 
these areas, the two Examiners and the 
Post-Intelligencer are mentioned to the 
exclusion of all other morning and Sun- 


day papers. 


The record of sales successes achieved 
through these three papers forms an 
The list grows con- 


amazing roster. 
stantly. 


name Los Angeles, 


. » + nor that, in 


tom 


a , 


COAST 


-% 


r 


Time and again, it has been proved that 


for broadening distribution, gaining 


demand, or 


making special offers to consumers (contest, pre- 
mium, or “box tops”) NO OTHER FORCE is 
more economical than the productive power of 
these well-founded, vastly popular daily and Sun- 
day NEWSPAPERS .. . particularly when the 
extra driving force of COLOR ON THE COAST 


is added. 


The campaign of California Home Brands, one 
of whose advertisements is reproduced, is a case 


in point. 


Six tomato juice glasses were given as a premium 


SEATTLE 


for 8 C-H-B bottle tops . . . the offer being 
made through COAST NEWSPAPERS. 


To date, over 100,000 sets have been given away 
(that means the actual sale of over 800,000 
C-H-B products) and requests are still coming in 


by sacks-full. 


It is successes like this which cause more than 60 
national advertisers to use this type of Color on 
the Coast regularly . . . and increasingly. 


COLOR ON THE COAST is now available in less- 
than-page umits, daily AND SUNDAY. Get 


details. 


POST-INTELLIGENCER 


NATIONALLY REPRESENTED BY Sm 
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EASTERN DAILY 
EXPELLED FROM 
AUDIT BUREAU 


Chicago, March 21.—The Philadel- 
phia News was expelled from mem- 
bership in the Audit Bureau of Cir- 
culations by the latter’s board of di- 
rectors at its monthly meeting here 
last Friday. The News, an evening 
tabloid, was charged with falsifica- 
tion of records and submission of 
false statements of circulation for 
the six-month periods ending March 
31, 1934, and Sept. 30, 1934. 

The annual meeting of the A. B. C. 
was set for October 17 and 18 at the 
Stevens Hotel, Chicago. As usual, 
many other organizations will meet 
during the same week. 

While the A. B. C. directors ap- 
proved the new dues basis and rates 
as announced for all publisher divi- 
sions, the effective date was post- 
poned to July 1, 1935. This aate was 
set in deference to the newspaper 
committee now studying rules and 
procedure of the Bureau. 

Twenty new advertiser members 
were admitted to the Bureau, bring- 
ing the total since Jan. 1, 1935, to 69. 
A number of publications and agen- 
cies were also accepted. The list fol- 
lows: 

Advertisers — Autopoint Company, 
Chicago; Campbell Soup Company, 
Camden, N. J.; Champion Spark 
Plug Company, Toledo; R. B. Davis 
Company, Hoboken, N. J.; Ethyl 
Gasoline Corporation, New York; 
General Tire & Rubber Company, 
Akron, O.; Hammermill Paper Com- 
pany, Erie, Pa.; George A. Hormel 
& Co., Austin, Minn.; Jones & Laugh- 
lin Steel Corporation, Pitsburgh; 
National Broadcasting Company, 
New York; New York Life Insurance 
Company, New York; Potter Drug & 
Chemical Corporation, Malden, 
Mass.; Joseph T. Ryerson & Son, Chi- 
cago; Servel, Inc., Electrolux Sales 
Division, New York; Kimberly-Clark 
Company, Neenah, Wis.; Shell East- 
ern Petroleum Products, New York; 
Sun Oil Company, Philadelphia; 
Wagner Electric Corporation, St. 
Louis; Walgreen Company, Chicago; 
S. D. Warren Company, Boston. 

Other New Members 

Advertising Agencies—Albert M. 
Ross, Inc., New York; Hommann, 
Tarcher & Sheldon, New York; J. 
Sterling Getchell, Inc., New York. 

Newspapers—Daily News Graphic, 
Greenwich, Conn.; Daily News, Hen- 
derson, Texas; Chronicle, Johnson 
City, Tenn.; Daily Times, New Phila- 
delphia, O.; Enterprise, Riverside, 
Cal.; Daily Tribune, Sarasota, Fla.; 
News-Tribune, Waltham, Mass. 

Weeklies—Oak Leaves, Oak Park, 
Ill.; Range Facts, Virginia, Minn. 

Magazine—Liberty, Canadian edi- 
tion, Toronto. 

Business Papers—American Busi- 
ness, Chicago; Army and Navy Reg- 
ister, Washington, D. C.; Geyer’s Sta- 
tioner, New York; Hardware World, 
Chicago; Spirits, New York. 


S-B Transfers Mason 


Simmons - Boardman Publishing 
Corporation has appointed Joseph B. 
Mason as Eastern editor of American 
Builder, Chicago. He will have head- 
quarters at 30 Church St., New 
York, and will assume his new duties 
April 1. Mr. Mason has been man- 
aging editor of American Builder 
since 1930, when Building Age was 
merged with that publication. 


J. A. McPHERSON is seeking 
a new connection with an ad- 
vertising agency, manufacturer, 
or research organization where 
his background of Merchandis- 
ing, Research and Sales Pro- 
motion Work could be used to 
advantage. RECORD: market- 
ing and research director of 
Lord & Thomas, Chicago, for 
past 8 years. REFERENCES: 
A great many very exceptional 
names upon request. AD- 
DRESS: 919 N. Michigan Ave., 
Chicago. 
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SHORT, FORCEFUL 
COPY EMPLOYED 
FOR SPARK PLUG 


Champion Follows Lines Laid 
Down Last Year 


Toledo, O., March 20.—Entering its 
25th year with the proclamation that 
it outsells all others in all parts of 
the world, Champion Spark Plug 
Company has launched the in- 
itial insertion of its 1935 campaign 
which it contends is, by unanimous 
consent of all who have thus far 
viewed it, the most powerful selling 
influence yet put out by the company. 

The campaign embodies a continu- 
ation of the general layout, and copy 
which was adopted and which char- 
acterized Champion advertising in 
1934. It is described as a continua- 
tion of the values which were proved 
in terms of sales, comment, and long 
remembrance by casual readers. 

In setting forth the reasons for its 


decision, the company states that its 
new drive, by reason of the fact that 
it partakes of the same general ap- 
pearance and plan as its previous 
campaign, will have an immediate 
identity value in public conscious- 
ness. Further than that, it is said, it 
has been designed with the knowl- 
edge of the two fundamental prin- 
ciples which will underlie all Cham- 
pion advertising past and to come— 
the fact that the public, rather than 
being spark plug conscious, knows 
nothing about spark plugs and cares 
less, and that better engine perfor- 
mance is the only basis on which the 
motorist’s interest in spark plugs can 
be enlisted. 

Consequently, the company’s appeal 
to the motorist will always be in 
terms of the better performance of 
Champions, whether it be on the 
score of easy starting, power, speed, 
acceleration, economy, or those more 
general phases of engine performance 
implied by dependability, smooth- 
ness, maximum performance, etc. 


Messages Are Short 


With this in mind, Champion’s ini- 
tial message, which appeared recent- 
ly in the Saturday Evening Post, 
was summed up in the two character- 
istic circles prominently displayed in 
the center of the page. By simple 
suggestion, the message, “Use the 
Spark Plugs Champions Use,” is de- 


livered with a minimum of resist- 
ance, and the reader who is normally 
reluctant to consider the importance 
of spark plugs in his car becomes au- 
tomatically impressed with the fact 
that champions actually use Cham- 
pions. 

Most important, however, accord- 
ing to Champion officials, is the value 
of the thumbnail series in offsetting 
any monotony that might otherwise 
be a weakness in the campaign. To 
that end, they have been decreased in 
number from six to four, and corre- 
spondingly increased in size. They 
thus make it possible to keep the 
jumbo-sized plug throughout the cam- 
paign as the predominant illustrative 
force, the thumbnails lending the 
variety necessary to keep individual 
advertisements lively, fresh and in- 
teresting. 

The one radical departure in Cham- 
pion’s ensuing drive lies in the fact 
that it embodies an over-all theme 
running throughout the campaign, 
put in the strongest, most forceful, 
and briefest possible form. The com- 
plete Champion spark plug story, 
from the standpoint of net selling ar- 
guments, will be told in boldly dis- 
played text never longer than three 
short messages. 

The keynotes of the copy are Cham- 
pion’s 25 years in business, world 
leadership by outselling all around 
the world, and better performance, 


| FREE TO ADVERTISERS 


Of Drug Store Merchandise... 


770,000 CONSUMERS 
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In The Only Magazine For 


FARM WOMEN! 


YES! Only one magazine is written for the 40% of American women 

gest average families, and who have to 
spend the most money, per family, at the drug store. Only one mag- 
azine—but that one reaches a million families, so much bigger than 
the average that you reach 770,000 extra consumers with every issue. 


who buy for the nation’s lar 


FARMER'S WIFE 


1289 RICHEST 
CIRCULATION 


FARM COUNTIES 


j Where could you find better customers for every medicine—from 
j aspirin to antiseptics? Farm families have 40% more children than 
f urban families, on the average. Accidents are commoner; public 
health systems less advanced; doctors fewer and harder to reach. 
; Farm women have to buy more medicines and keep bigger quantities 
than any city women. 


No wonder drug advertisers who reason their markets out insist 
on putting The Farmer’s Wife on every advertising schedule! Every 
other general women’s magazine is written for the town woman—and 
only a small fraction of its circulation goes to the farm. Only 
The Farmer’s Wife delivers a concentrated million to women on the 
farms and in the rural towns of 100 to 1,000 people. 

Insist on having the full facts about The Farmer’s Wife’s 770,000 
consumer bonus, and the way this magazine concentrates the cream 
of the farm-woman market for you. Farm income was up 40% last 
year and all figures point to a similar increase in 1935. A Farmer’s Wife 
erermnnre, SO Rive JOR Sad your Sgency's Sow yeptaay 60 whet 
the farm market holds for you! 


The FARMERS WIFE 


The Women’s Magazine With the Fastest Growing Reader Income 


NEW YORK CHICAGO ST. PAUL SAN FRANCISCO 
405 Lexington Ave. 307 N. Michigan Ave.’ 55 E. 10th St. 155 Montgomery 


“Rich Counties Only”’ 
Circulation Plan 


The Farmer’s Wife is not sent hit- 
or-miss to any farm home that will 
take it! Find out from The Far- 
mer’s Wife’s representative how we 
concentrate our circulation effort in 
the 1289 counties which own the 
bulk of America’s farm wealth, 
Here’s another bonus—a buying 
power bonus—for you. 


cal 
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QUALITY THAT Jn 
COMMANDS 
WORLDWIDE 


GENERAL 


LEADERSHIP - > Guy where you senthe Kad Flying Horse 
PETROLEUM CORPORATION. 


HUGE ADVERTISEMENT HAS MINIMUM OF COPY 
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Full 12-column advertisement for Mobilgas and Mobiloil which ap- 
peared in West coast papers last week. The copy is held to an 
absolute minimum. 


established by the 11 consecutive 
years of their supremacy in racing. 

In the general magazine field 
Champion will confine its advertising 
to full, two-color pages in the Satur- 
day Evening Post and Collier’s. 

The nationalized newspaper plan in 
effect in 1934 will continue in 1935 
with outstanding schedules in the 
leading metropolitan papers of the 
country, covering 167 cities with 26- 
time schedules in 97 of these key 
cities. 

The farm paper field will include 
Capper’s Farmer, Country Gentle- 
man, which will carry full pages in 
two colors, Country Home, Farm and 
Ranch, Pacific Rural Press, Progres- 
sive Farmer, Successful Farming, 
‘Southern Agriculturist and Southern 
Planter. 

Trade paper schedules include full 
pages in Bus Transportation, Com- 
mercial Car Journal and Fleet Owner. 
Smaller space will be used in Motor, 
Automobile Trade Journal, Automo- 
tive Merchandising, Motor Service, 
Gasoline Retailer, Super Service Sta- 
tion and National Petroleum News, 
giving wide coverage of the service 
field. The motor boating field will be 
covered by Motor Boating, Power 
Boating, Pacific Motor Boat, Yacht- 
ing and Boating Business. 

In support of the general cam- 
paign, the company is setting out 
this year to make its annual “Na- 
tional Change Week” something to 
be talked about for some time to 
come. In doing so it has seized upon 
an angle which it claims will get the 
immediate attention of both the man 
in the motor car and the man behind 
the counter. 


“Highway Robbers” 


The plan embodies the dramatiza- 
tion of worn out and gas wasting 
spark plugs by calling them “high- 
way robbers.” In addition it will or- 
ganize its dealers into vigilantes to 
“put these modern brigands on the 
spot by removing them from the vic- 
tims’ cars and destroying their 
wasteful careers.” 

The time for the wholesale execu- 
tion is the week of May 6 to 12. In 
advance of the public announcement, 
a@ plan booklet has been given the 
Champion field salesmen to be used 
in contacting jobbers and dealers. 
The front cover, illustrated by a back- 
ground of robbers, bandits and hood- 
lums of varying descriptions, an- 
nounces, “WANTED—For Highway 
Robbery.” The book illustrates the 
methods of approach to the motor- 
ist, shows the Champion vigilante 
badge which is available to all sales- 
men, gives a full outline of the adver- 
tising to the consumer, reproduces 
the wide range of sales promotion 
material for point of purchase adver- 
tising and explains fully the profit 
advantages of tying up with the com- 
prehensive selling drive. 

The first advertisement announc- 
ing change week will follow closely 
the old fashioned “Wanted” poster 
used so often to apprehend law vio- 
lators in the past. It strikes the key- 


note of the campaign by flaunting 


boldly, “WANTED—For Highway 
Robbery—Your worn out spark 
plugs.” Copy is short and to the 


point, giving the story of the change 
week and its meaning to motorists. 

Some of the country’s leading of) 
and gas companies are said to have 
expressed much enthusiasm for the 
program and are cooperating with 
their support and facilities. 


—AN' iF YOU WANT 
GOOD PHOIoSTATS 
-QUICK- JUST CALL 


RAPID! or 


RAPID 


COPY SERVICE CO. 


BRANCHES-—One 
near you fo serve you 


NEW YORK 


415 Lexington Avenue 
444 Madison Avenue 


VAnderbilt 3-3680 
CLEVELAND 


Union Trust Building 


Main 9335 
CHICAGO 


110 So. Dearborn Street 
360 No. Michigan Avenue 


STAte 5977 


A HUMAN DYNAMO 


wanted, experienced sales manager, nvest 
weeks of his time in preowenes tor “vecmanent “f 
jonal job that should pay a minimum 
750 per month. The business is Sales Education. 
qpaeniey te m first Re] the b —y 
then hire and. train men; investigate. this; 


a really “big ian” 


mendous opportunity for 
Address Ravertising Age. 


Box 522, 
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Earnings of 
Advertisers 


Consolidated net loss of $113,107 
for the year ended Dec. 29, 1934, is 
reported by Mickelberry’s Food Prod- 
ucts Company, as against consoli- 
dated net loss of $46,216 for the pre- 
vious year. The 1934 loss was divided 
$79,516 for the Mama Cookie Bak- 
eries, Inc., and $33,592 for the Mickel- 
berry Company. 

7, = = 

Burroughs Adding Machine Com- 
pany reports $3,253,500 consolidated 
net income for 1934 against $1,304,- 
557 net income in 1933. 

>*’ =F 

Parker Pen Company reports net 
profit of $389,267 in 1934, compared 
with net profit of $88,949 in 1933. 
Net sales showed an increase of 
about 40 per cent in 1934 over 1933. 

vvwey 

Net profit of Bristol-Myers Com- 
pany for the year ended Dec. 31, 
1934, amounted to $1,966,165, after de- 
preciation, loss on disposal of prop- 
erties, taxes and charges, as against 
$2,156,151 in 1933. 

vvwy 

The earnings statement of the 
Crane Company reveals a net income 
of $1,021,543 for 1934, the first year 
since 1930 in which the company had 
operated at a profit. In 1933, a net 
loss of $1,874,823 was reported. Sales 
during the year increased 33 per cent 
over those of 1933. According to 
John B. Berryman, president, the 
sales total is still subnormal, and not 
more than 40 per cent of the volume 
for which the company has manufac- 
turing and distributing facilities. 

7 VT F 

Consolidated store sales reported 
by The National Tea Company for 
the four weeks ended Feb. 23 were 
$4,929,167, an increase of $193,765, or 
4.1 per cent, over the $4,735,402 total 
for the corresponding four weeks of 
1934. The number of stores in oper- 
ation was 1,238 on Feb. 23, a decrease 
of 2.4 per cent from 1,269 on Feb. 
24, 1934. 


+ FF F 

Consolidated net income of the 
American Tobacco Company for 1934 
was $24,084,280 after charges, com- 
pared with net income of $17,403,431 
tor 1933. 

vvey 

Sun Oil Company reports $6,650,- 
464 consolidated net income for 1934 
against $6,971,884 in 1933. 

? FF F 

The Fisk Rubber Corporation re- 
ports $728,697 consolidated net profit 
for 1934, in the first annual report 
since reorganization. In the period, 
May 20-Dec. 31, 1933, consolidated net 
profit was $1,279,765. Net sales in- 
creased $1,049,288 over 1933. 

vgy¥seeeey’ 

Elgin National Watch Company re- 
ports a net income of $736,358 after 
charges for 1934, compared with a 
net loss of $263,372 in the year ended 
Dec. 31, 1933. The past year marked 
the company’s first year of profitable 
operation since 1929. Sales thus far 
in 1935 have been well in excess of 
sales for the same period of 1934. 

vv¥$eeg?v 

Bunte Brothers reports consoli- 
dated net profit of $137,342 for the 
year ended Dec. 31, 1934 after ex- 
penses, interest, and taxes, against 
net profit of $39,049 in 1933. 

7, FT FY 

Columbia Pictures reports consoli- 
dated net income of $919,184 for six 
months ended Dec. 29, 1934, against 
$404,563 in the like six months of the 
preceding fiscal year. 

> = * 

William Wrigley, Jr. Company for 
the year ended Dec. 31, 1934, reports 
consolidated net income of $7,854,- 
285, compared with net income of 
$7,528,677 in 1933. Profit from opera- 
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LABELS-SEALS 


All kinds for gachaging decorations, 


advertising. Address labels Strik-! 
ing, practical designs. Write for 
free samples and prices. 


ST. LOUIS STICKER CO. 
19n2 TREET 4 


tions and other income amounted to 
$19,454,981, compared with $17,595,- 
183 in 1933. 
vvwy 
For the year ending Dec. 31, 1934, 
Westinghouse Electric & Mfg. Com- 
pany reports net income of $189,562 
after provision for depreciation and 
other reserves, compared with a net 
loss of $8,636,841 for 1933. 
Sales billed for 1934 totaled $92,- 
158,893, compared with $66,431,591 
for 1933, an increase of 39 per cent. 
Orders received totaled $106,473,226, 
compared with $72,473,117 in 1933, 
an increase of 47 per cent. Unfilled 
orders at the close of the year 
amounted to $34,085,921, compared 
with $26,954,044 Dec. 31, 1933. 
vvwy 
Net income of the Pittsburgh 
Plate Glass Company for 1934 was 
$5,763,684, compared with $3,993,934 
in 1933. 
vvwey 
The report of the Container Cor- 
poration of America shows net in- 
come of $1,112,711 in 1934, after de- 
preciation of $984,162, compared with 
$140,921 after depreciation of $791,007 
in 1933. The 1934 earnings were the 
company’s largest since 1927. 
Net sales in 1934 were $18,316,508, 
compared with $15,419,759 in 1933. 
vvwy 
Net income of Fairbanks, Morse 
& Co. amounted to $563,847 in 1934, 


the first profitable year for the com- 
pany since 1930. In 1933 the com- 
pany sustained a net loss of $1,- 
147,340. Net sales rose to $12,551,466 
from $8,907,945. 
, Vw 
Hamilton Watch Company reports 
net income in 1934 of $289,461 
against $148,560 in 1933. 
~~ w= 
The Maytag Company reports 1934 
consolidated net income of $1,960,- 
836, compared with net income of 
$1,204,503 in 1933. Net sales were 
$14,716,706 against $8,589,053 in 1933. 
Cost of sales and expenses totaled 
$12,511,550 against $7,163,210 in 1933. 
7, FF 
Southern Pacific Company reports 
1934 consolidated net loss of $3,907,- 
604 for Southern Pacific Lines and 
all separately operated solely con- 
trolled affiliated companies, against 
a net loss of $9,013,374 in 1933. No 
change was reported from prelimi- 
nary figures for Southern Pacific 
Lines, which showed a net income 
of $408,225 in 1934, against a net 
loss of $4,990,931 in 1933. 


vvwy 

Real Silk Hosiery Mills, Inc., re- 
ports consolidated net loss of $355,- 
732 after deducting federal income 
taxes due for subsidiary companies 
and special charges of $458,335. 
This compares with net profit of 
$174,947 in 1933. The company’s an- 


nual report cites labor troubles and 
greatly increased operating costs as 
causes of the loss. 


= ee 
For the year ended Dec. 31, 1934, 
the Superheater Company, including 
its Canadian affiliate, reports a net 
profit of $502,246, against $315,955 
in 1933. 
vvwy 
Consolidated net earnings of the 
National Biscuit Company and sub- 
sidiary companies in 1934 amounted 
to $11,597,572. 
7, = 
White Motor Company, including 
Indiana Motor, reports consolidated 
net loss of $1,400,801 in 1934, com- 
pared with net loss of $3,168,589 for 
1933. 
. =| = 
Consolidated net income of Phil- 
lips Petroleum Company for 1934 was 
$5,757,308, the highest earnings by 
the company since 1929. The com- 
pany’s consolidated net income was 
$1,500,695 in 1933. Gross income 
during 1934, $77,519,908, was at the 
best level in the company’s history. 


i i 
Sears, Roebuck & Co. report net 
income of $15,020,551 for the fiscal 
year ended Jan. 29, 1935, the high- 
est net income since 1929. In the pre- 
vious fiscal year net income was $11,- 


249,295; in 1933, there was a deficit. 
The company also reported gross 
sales of $318,060,563, the best gross 
sales since 1931. In the fiscal year 
ended Jan. 29, 1934, gross sales 
amounted to $273,249,494. 
— oe 
The Lambert Company, including 
subsidiaries, reports for the year 
ended Dec. 31, 1934, net profit of 
$2,199,069 after charges, against $2,- 
229,661 in the preceding year. 
*" + = 
The annual report of General 
Foods Corporation shows net income, 
after all charges and expenses, and 
provision for income taxes, of $11,- 
143,875 for 1934, compared with $11,- 
032,948 in 1933. In 1934 the company 
sold the largest physical volume of 
food products in its history, 1929 
having been the previous record 
year. 
7, Vie 
The Borden Company and subsidi- 
aries report 1934 net income of $4,- 
490,045 after interest, depreciation, 
and other charges, compared with 
$4,846,444 in 1933. Sales for 1934 
amounted to $215,723,659, against 
$186,301,203 in 1933. 
or ae 
Columbia Broadcasting System, 
Inc., reports net income of $2,274,120 
in 1934, compared with net income of 
$923,794 in 1933. 


By 131 leading 
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ing executives as 
among 30 best in 
U. S. for food ad- 
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131 of America’s leading sales and 
for Sales Management (Jan. 15 issue), 167 markets received mention, Spokane Market rating as follows: 


Spokane Market Sales Best in West 
Spokane department store sales gains 1934, 28.1%, largest of 
any in the entire West. Spokane, January-February gain 24% 
ABOVE 12th Federal District average according to Federal 


Polk says: 
Combined " 
Circulation 
85% 
UNduplicated 
Coumeas® 
URBAN 
OVERAGE 
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1 Fourth most responsive food market among all 139 cities 
* of the U. S. of 100,000 to 250,000 population. 


Spokane ranked 5th most responsive food market in the 
* entire West—virtually tied with Portland (Ore.) for 4th 
place. Spokane led 18 cities such as Denver, Salt Lake, San 


3 Spokane ranked one of the 30 most responsive markets 
" of all cities in U. S. for food products. 


The 131 sales executives were also asked to give reasons, 
such as type of cooperation possible to obtain from local 
advertising media. Newspapers far outranked all other media 
and THE SPOKESMAN-REVIEW and SPOKANE CHRONICLE were 
among the 30 most mentioned newspapers in the U. S., of 
which only six papers were mentioned in the 12 Far Western 


SPOKANE — 4th Most Responsive Food Market 
in U.S. Among Cities 100,000 to 250,000 


(Authority: Ross Federal Service Surveys for Sales Management) 


Reserve Bank Report. 


Spokane Market new car sales for 1934 jumped 95.4%—three 
times the percentage gain for other Pacific Northwest cities 
and beating U. S. average by even a much greater margin. 
Sales in all lines Spokane Market continuing to speed up. 


THE SPOKESMAN-REVIEW and SPOKANE CHRONICLE’S combined 


circulation (85% UNduplicated 


home delivered coverage of the entire urban market reading 
Spokane newspapers—no supplementary media necessary to 
secure 30% to 60% above U. S. average results 1935. 


100% Dealer Surveys Food and Other Products Forwarded Promptly 
REVIEW-CHRONICLE GENERAL ADVERTISING BUREAU 


ee ~<€ i — : 
Ec SEO 
ae \ GMORNNCRSUN 


DAY-~ 
xy 


a 


Sots 


"COVER SPOKANE AND THE SPOKANE COUNTRY LIKE THE SUNSHINE 


By 131 leadin 
sales and advertis- 
ing executives as 
among 5 best in the 
West for food ad- 
vertisers. 


— Polk) provides 91.95% 


DOMINANT FARM 
MAGAZINES 


The Washington 
Farmer 


The Oregon Farmer 
The Idaho Farmer 
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NEW CAMPAIGN 
LAUNCHED BY 
CHRIS-CRAFT 


Burlington Train Rolls Into 
Cruiser Copy 


Detroit, Mich., March 20.—To dis- 
abuse the few remaining skeptics of 
the belief that weight determines 
strength and safety, and to introduce 
a new boat engineering feature, a 
new magazine campaign is being 
launched this month by Chris-Craft 
Corporation, Algonac, Mich. 


Opening its drive in the current is- 
sues of Motor Boating and Yachting, 
the company draws the attention of 
boat enthusiasts to a new method of 
transverse framing permitting the 
elimination of much of the heavy 
structural framework of the hull and 
increasing its sturdiness by more 
than 30 per cent. 


The copy will tie in illustrations 
of typical examples of how modern 


engineering has successfully applied 
the principle to other forms of trans- 
portation, and will proclaim the new 
Chris-Crafts “the first cruisers to 
eliminate the burden of unnecessary 
weight—weight that costs money to 
buy and more money to maintain and 
operate—weight that is as unneces- 
sary in a modern cruiser as it is in 
a modern train or motor car.” 


In the initial insertion, a picture 
of the Burlington streamlined train 
is strategically placed beside the 
main copy block which is headlined: 
“streamlined . . for Beauty—En- 
gineered . . . for Strength.” Above 
and below, on the water which forms 
the background of the bleed page, are 
pictured two of the Chris-Craft 
cruisers. 

Draws Analogy 


A smaller copy block points out: 
“On Water: new Chris-Craft stream- 
line 25 and 30-ft. cruisers, with 
transverse framing, revolutionize wa- 
ter travel—stronger, lighter con- 
struction increases speed, lowers op- 
erating and maintenance costs, in- 
creases beauty, and adds to life of 
ship.” 

Another block of copy, beside the 
train picture, asserts: “On Land: 
Burlington streamline train marks 
tremendous engineering advance in 
rail transportation—makes traveling 
safe at higher speeds, substantially 


cuts weight, operating and mainte- 
nance costs, improves appearance, 
and adds to life of equipment.” 

Although the initial copy is being 
confined to Motor Boating and Yacht- 
ing, the campaign will be consider- 
ably broadened at a later date, ac- 
cording to officials of Brooke, Smith 
& French, Inc., agency in charge, to 
include a more extensive list of gen- 
eral, business and boating maga- 
zines. 


At that time, in connection with 
its new principle of transverse fram- 
ing, the company will feature Chris- 
Craft’s new optional Kermath Ford 
V-8 power plant. Considerable em- 
phasis will be placed upon the fact 
that it is the product of the facili- 
ties of Chris-Craft, the world’s larg- 
est builders of motor boats, and Ford, 
the world’s largest producers of V-8 
engines. 


Gets Two Accounts 


Hercules Motors Corporation, Can- 
ton, O., and Gar Wood Industries, 
Detroit, have appointed the new ad- 
vertising agency, Grace & Bement, 
Inc., Detroit, as advertising counsel. 


Joins “Advertising Age” 

Talbot C. Hatch, formerly publish- 
ing director of Roads and Streets, 
Chicago, has been appointed adver- 
tising manager of ADVERTISING AGE. 
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No wonder it’s convincing. It tells the whole story of profitable coverage of the great 
Fourth Market in America—in five lines! Pungent as an epigram. The higher the income 
level of a neighborhood, the denser is The News circulation! We have always known this 
is so. But we have now proved it again by a new survey of 25,000 Detroit homes. 
The Detroit News fully taps the buying power of Detroit. 


76% of its circulation is home-delivered by exclusive Detroit News carriers. 


OLD TIMERS ACT AS TEASERS FOR SALE 


SAIE Geez 
Mustache Cups 


Hand Painted in Very Gorgeous Colors 


WATCH TOMORROW'S PAPERS 


beer STORE 


nniverdary, 


New 1880 
Streamlined 
Model 


Little Elmer wouldn't like this fine corriage ond 
we're only showing it to remind you thot thir store 
wos serving Doyton when such elegonce wos in 
vogue. 


WATCH TOMORROW'S PAPERS 


be ou? STORE 


nnivend ary, 


jit 


LAMPS 


With elegant 
engraved base and 


TAA 


This ad would hove interested our bustled grond- 
mothers . . . but to you it's just @ reminder of 
our long service here in Dayton. 


WATCH TOMORROW'S PAPERS 


TOO hncraraany ond 


. 
very high class 
A thousand times no! We oren't trying to sell 
you @ watch ino “hunting case", . we're only 
reminding you that it is just 56 years ago thot 
this organization begon business in Dayton, 


WATCH TOMORROW'S PAPERS 


ome 


Four pieces of copy run in oa papers last week by the Home 
Store as a method of introducing its 56th anniversary month. 


95% of this circulation goes into individual homes and apartments. 


In the Detroit Trading Area, where 47% of the people of Michigan and 60% of its wealth is 
located, NEWS circulation is highest where income is highest; lowest where income is lowest. 
Here also THE NEWS has the largest circulation of any Detroit newspaper with 95% of its weekday 
and 85% of its Sunday circulation concentrated. 


THE DETROIT NEWS 


New York Representative, THE HOME NEWSPAPER 
I. A. KLEIN, Inc., 50 E. 42nd St. 


Chicago Representative, 
J. E. LUTZ, 180 N. Michigan Ave. 


Says Specialty 
Jobber Solves 
Many Problems 


Chicago, March 21.—The specialty 
jobber is a new and important factor 
in American merchandising, accord- 
ing to William R. Rosengren, ac- 
count executive of Van Hecker-Mac- 
Leod, Chicago agency. Mr. Rosen- 
gren has made an exhaustive study 
of the subject. 

The specialty jobber differs from 
the ordinary wholesaler in that he 
covers a smaller territory and does 
it much more intensively than it 
has ever been done before. The 
new type of distributor was called 
into being by demand of retailers 
for convenient sources of supplies 
which would eliminate the time-lag 
in evidence under former conditions. 

The merchandising aggressiveness 
of the new specialty jobber is ex- 
plained in part by the fact that 
many successful dealers have en- 
tered the new field. With scores 
of salesmen contacting a relatively 
small territory, the specialty jobber 
can get quick distribution for any 
line with merit, provided a reason- 
able amount of advertising is to 
follow. 

Many large organizations with 
peaks and valleys in their selling 
seasons have become specialty job- 
bers, acording to Mr. Rosengren. 
He cited the case of a large coal 
company with a large and efficient 
sales organization. In order to keep 
salesmen busy throughout the year, 
it took on other lines far removed 
from its original field. 


Eagle-Picher 
Makes Changes 


R. M. Roosevelt, vice-president in 
charge of the New York office of the 


| Eagle-Picher Lead Company, Cincin- 


nati, has been assigned by A. E. Ben- 
delari, president, to devote his entire 
time to his duties as president of the 
American Zine Institute, it was an- 
nounced this week. 

Willard W. Maston, vice-president, 
has been placed in charge of the New 
York sales division. F. W. Potts, 
vice-president, will be general man- 
ager. John R. MacGregor, vice-presi- 
dent of the Eagle-Picher Sales Com- 
pany, will direct sales research and 
product development. T. C. Carter 
has been named director of sales. 


R. V. Holland Dies 


Reginald V. Holland, 52, secretary 
of Farm and Ranch Publishing Com- 
pany, Dallas, publisher of Farm and 
Ranch, died suddenly of a heart at- 
tack March 15. He was a son of the 
late Col. Frank P. Holland, founder 
of Farm and Ranch and Holland's. 


The Week's 


New Programs 


New radio programs, changes in 
type of programs, and renewals of 
programs sponsored by national ad- 
vertisers which take effect this week 
are presented in this column, so that 
interested readers may keep abreast 
of new developments in radio ad- 
vertising. 

News for this column is welcomed, 
but for obvious reasons it will be 
impossible to include programs of a 
local character. 


March 31 


John Morrell & Co., Red Heart 
dog food. Renewal. “Bob Becker’s 
Fireside Chats About Dogs.” Sun- 
day, 1:15 to 1:30 p. m., CST. NBC- 
WJZ Blue network, using 16 sta- 
tions. Originates at WENR, Chi- 
cago. Agency, Henri, Hurst & Mce- 
Donald, Inc. 

7, Ft FPF 

Phillips- Jones Corporation, Van 
Heusen collars. New. “Vera Brod- 
sky and Harold Triggs.” Sunday, 
10:15 to 10:30 p. m., EST. NBC-WJZ 
Blue network. Originates at WJZ, 
New York. Agency, Peck Advertis- 
ing Agency, Inc. 


7, ¥ F 
Standard Brands, Ine, Tender 
Leaf Tea. New. “One Man’s Fam- 


ily.” Sunday, 9:30 to 10 p. m., EST. 
NBC Pacific coast network, plus 
KTAR, Phoenix. Originates at KGO, 
San Francisco. Agency, J. Walter 
Thompson Company. 


Green Associates 
Start New Firm 


Green-O’Donnell, Inc., has been or- 
ganized in New York to handle direct 
advertising and printing. The sales, 
creative and service staff will be lo- 
eated at 305 E. 45th St. 

Officers are John J. O’Donnell, 
president; Annie L. Green, vice- 
president and treasurer; William E. 
Fisher, vice-president and art di- 
and I. Anthony, secretary. 
All were formerly associated with 
the late William Green. Plant fa- 
cilities of the Kalkhoff Press, of 
which Miss Green is treasurer, will 
be available to the new company. 


Lambert Aircraft 
Names B. & H. 


The Lambert Aircraft Corporation, 
Robertson, Mo., maker of Lambert 
Aircraft engines and the Monocoupe 
airplane, has placed its advertising 
account with the Chicago office of 
Beaumont and Hohman, Inc. 

Aviation, trade and national publi- 
eations will be used. 
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The Following 
Products Were 
Mentioned In 

Tower Readers’ 

Letters 


. 
BISQUICK 


BOKAR COFFEE 


BORDEN'S EVAPORATED 
MILK 


BOSCO 
CAMAY 


CAMPBELL’S MUSHROOM 
SOuP 


CERTO 


CHASE & SANBORN'S COFFEE 
CLOROX 
COCOMALT 4 
DEL MAIZ CANNED CORN 
DEL MONTE CANNED GOODS 
EAGLE BRAND MILK 
OXYDOL 


PHLSBURY'S BEST FLOUR 


PRUDENCE CORNED BEEF 


This intensely human admission from a California HASH 
 ~PYREX 


GERBER’S STRAINED 
VEGETABLES 


housewife appeared in one of the eighty-two letters 
recently selected by Mr. Thomas L. Burch of The 
Borden Sales Company, Inc. to share in the $1,000.00 
: in prizes offered by TOWER MAGAZINES for inci- 
Sica Phos: heheee dents of helpful, friendly service in grocery stores. 


TOWER HOUSEWIFE 
Who Won The $250.00 Prize The story of how a grocery clerk helped plan a meal 


GOL MEDAL FLOUR 
HEINZ cookeo SPAGHETTI 
HEINZ OVEN BAKED BEANS 
HELLMANN’S MAYONNAISE 
HI-HAT PEANUT Olt 


INSTANT POSTUM 

KARO CORN SYRUP 
KRAFT’S GRATED CHEESE 
LIBBY’S SAUSAGES 
MAZOLA OIL 


MIRACLE WHIP SALAD 
DRESSING 


RALSTON CEREAL 
SALADA TEA 
WHEATENA 
WHEATIES 


for the twelve members of her husband’s lodge, and helped her maintain 


her reputation for being a “good scout and efficient housewife,” won 


$250.00. The other letters give a revealing close-up of the vital part good 
selling plays in increasing the unit of sales and building the good will 


that means continued patronage. Any interested manufacturer may see 
a transcript of these prize- 


winning letters and also an 


Why TOWER’S MARKET MAP 


is so important to food accounts 


occupational breakdown 
based on reader data sub- 


e 1,267 tested volume mar- 
kets where 75% of all re- 
tail buying is done. 

@ 87% of all chain grocery 
outlets. 

@ 67% of independent gro- 
cery outlets. 


mitted with each letter. 


e 79% of these TOWER 
readers are married. 


e Average 2.59 children 
to a family. 


TOWER MAGAZINE 


NEW MOVIE > SERENADE: TOWER RADIO? HOME 
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New Jockey Shorts 
For Men Skyrocket 


Coopers Business 


Kenosha, Wis., March 21.—Busi- 
ness at Coopers, Inc., has _ been 
stepped up 20 per cent ahead of any 
year since the war in an effort to 
meet the demand for the firm’s new 
jockey shorts for men, with produc- 
tion increased 40 per cent in the first 
quarter of the year. 

The new undergarment was con- 
ceived by Arthur R. Kneibler, sales 
manager of Coopers, after viewing a 
eartoon of a Frenchman standing on 
the Riviera wearing only shorts, 
which appeared in an English maga- 
zine. 

After preliminary designing, Mr. 
Kneibler had several dozen garments 
made up and passed them out among 
his friends for criticism. New ideas 
for improvement occurred in the 
next few weeks. A study of the phys- 
ical development of the structure of 
man from prehistoric times brought 
another idea that was incorporated 
in the improved garment. 

Doctors were asked to try it out. 
It received their endorsement for its 
physiological benefits and advan- 
tages not heretofore found in similar 


GETTING PERSONAL 


WARNING TO 
HERALD READERS 
ABOUT “B. 0.” 


we of the most common mistakes made among 
men and women is the belief that “white collar 
people ore never guilty o é "B.O.” (body odor). It is 
often assumed that only manual workers, or those w' 
are octive physically, can be victims of body odor. 
But this belief is decidedly untrue, For 
will wa F that enevpoutent 


ires - 
the wate oe @ < perspi Uetien may be invisible 


The guilty rarely know the truth 


te tragedy of * . 0” Js the fact that fee on one to 
offend } ual eh wens = 4 


erpresent odor and don’ rc: 
many people in every, valk. of 


the 
offer ~ unknow i ingiy. 
Millions of men and women have come to realize how 


foolish it 1s to take che hen there is @ soap | 

Lifebuo ‘ied Li we a oy's — a. deodorizing lather 

ends “B.0.” —prot 2 yon ageinst cleading 
Wonderful for lexi too 


P 
Lifebuoy's bl. land, oben dom A. ~ r aquees with the skin 
as ho other ~y y ons. It penetrates dee, eR 
into the pores, coaxing out i rt end clogged waste. 
tes, soothe es and refres 

id it's so mild and gentle oe most delicate com- 
ves on it. Seientific tests made on the skins 


€ 
20 per cent milder than many so-called “beauty soaps. 
Use Li joo ‘and watch your shin gain healthy Ta 


This “'b. 0." copy which appeared 
in the "Boston Herald” last Friday 
is addressed directly to ‘white 
collar" readers of that publication. 


types of underwear. The Kenosha 
High School football team was 
equipped and the endorsement was 
spontaneous. Members of the Ke- 


nosha Country Club were asked to 
try out the shorts on the links. They 
made an instant hit. Factory and 
office employes who are fond of danc- 
ing tried it out. They were en- 
thusiastic about it. 

When the product was ready for 
introduction to the market a Chicago 
department store was asked to dis- 
play the garment in a window. The 
window was unveiled in the midst of 
a blizzard, but the business was sen- 
sational. Other merchandise buyers 
saw the possibilities and orders 
started pouring into the Kenosha 
plant. All this without a single bit 
of promotion by the company. 

The increased production § has 
brought orders far exceeding the 
ability of the plant to produce. Or- 
ders are being prorated among the 
customers until the entire nation is 
covered. Mid-March production fig- 
ures showed a 300 per cent increase 
over the same period in February, 
and the demand is still far from 
being filled. 


Joins Milprint 

Joseph H. Williams, formerly sales 
manager of the Wisconsin Cuneo 
Press, Inc., and before that on the 
advertising staff of Cutler-Hammer, 
Inc., Milwaukee, has been named 
sales promotion manager of the Mil- 
print Products Corporation, Milwau- 
kee. 


Retail sales in Greenville 
County — South Carolina’s rich- | 
est market, totaled $22,000,000 
in 1933 (U.S. Department of 
Commerce Retail Census), lead- 
ing the second county by $4,- 
000,000 and the third county 


by $5,000,000. 


net paid. 


The Greenville News and 
Piedmont has reached an all- 


time high circulation of 49,000 


The Greenville News and 
Piedmont is the key to South 
Carolina’s treasure chest — 
economical coverage of high 


buying power. 


Che Greenville Mews 


AND PIEDMONT 


THE LEADING NEWSPAPER OF SOUTH CAROLINA 


The Greenville News and Piedmont owns and operates W FBC 
(1000 watts, 1300 kilocycles), which offers the only effective 
radio coverage to South Carolina’s richest market 


Getting Personal 


Frank and Robert Finney celebrated the 33rd anniversary of their 
agency, Street & Finney, last week with a short vacation at Pinehurst. 
The firm was founded on 22nd street in 1902 by Frank Finney and 
Julian Street. The latter withdrew after a few years to devote all his 
time to writing for the editorial pages, leaving the advertising pages 
for Frank to fill up. 


Robert Jessel, the famous English illustrator and commercial artist 
who has done notable work for Shell Oil of London, and his bride, a 
relative of the New York Warburgs, are occupying the presidential 
suite at the Dover. He is planning an exhibition at a leading Fifth 
Avenue gallery next month and may remain in the United States. 


What Kreisler is to the violin and Segovia is to the guitar, Ed 
Garbisch, of the Getchell agency, may become to the ukulele. Kept 
from the links by steady rains while on a long vacation in Honolulu, 
Ed improved his time with serious study of the diminutive Hawaiian 
guitar and has returned to New York an artist of parts. 


Anton Kamp, Paris & Peart art director, is prepared to argue with 
anyone who claims a tonsillectomy is a trifling matter which one could 
almost attend to oneself. 


ee 


William Savin, one of the art directors of Roche, Williams & Cunnyngham, 
Chicago, spent his winter vacation in Tucson with his paints and plenty of 
Mexican youngsters. 


Gladys Miller, Calkins & Holden’s domestic science merchandiser, 
upped and lectured this week before the fashion training class under 
the sponsorship of the Fashion Group. Her subject was, “The Part 
the Home Furnishings Expert Plays in the Advertising Agency.” 


Robert Copeland, who recently came on from Chicago to join the 
E-W copy staff, is feverishly studying air time tables to that city, where 


a baby daughter, ignoring papa for the time being, joined Mrs. Copeland 
on Monday. ‘ 


Peppe Fox, Paris & Peart writer, has returned breathlessly from 
the Flushing hospital to report to interested office mates that his second 
child and first son is a perfect image of him. 


The March 23 issue of Bakers’ Helper will bring blushes to the 
cheek of Joe Hartigan, as a very flattering analysis of the advertising 
and personal attainments of the Campbell-Ewald vice-president and 


space buyer, from the pen of “Hub” Teller, is featured in that num- 
ber. 


The reason that Gwyn Fielding, of L. & T.’s San Francisco office, 
is no longer commuting between SF and Los Angeles, has been 
explained. He married the girl. Frank Hatch, v.p. of BBDO, in 
charge of the Boston office, was given a “salute” in the house organ 
of WBZ-WBZA, Boston and Springfield, recently. One comment was 
that he is an expert on antique clocks and (therefore?) rarely gets 
anywhere on time. . . 


Jack Rodger, McGraw-Hill vice-president and Western manager, has 
returned to Chicago with a fine coat of tan. Instead of getting it in 
Florida, he acquired it while visiting Haiti, Venezuela and other Carib- 


bean and South American spots. His companion was Arch Fisher, of 
Coal Age. 


George D. Dunning, American Magazine rep in Boston, will give a 
course in public speaking at the Harvard School of Business Admin- 


istration. He also conducts the speak-easy classes of the Boston 
Advertising Club. 


Adrian James Flanter, director of sales promotion for World 
Broadcasting System, used to play tennis with Frank Shields—but 
not on the Davis cup squad. Lloyd Maxwell, executive vice- 
president of Roche, Williams and Cunnyngham, is chairman of the 
advertising committee of the Chicago Association of Commerce. 


A Canadian lynx which met Norman D. Vaughan, Boston Ayer 
executive, on a recent sled trip to the New Hampshire mountains, was 
shot twice. Norman took a shot with his camera, while his com- 
panion ended it all with a .22. 


Ross Gamble, space buyer for Erwin, Wasey & Co., Chicago, has 
been enjoying the succulent frijole and heady pulque in Mexico City 
for the past fortnight. Ed Brandt, head of the Chicago advertis- 
ing agency of that name, takes an active part in civic affairs of 
Evanston, Ill. He is now running for alderman and advertising men 
residing in the Chicago suburb are rallying behind the Brandt ban- 
ner. 


Lorry Northrup, of BBDO, Chicago, has joined the contingent of 
advertising men vacationing in the south. Mr. Northrup picked Biloxi, 
Miss., warmed by the gulf stream, for his retreat. . 


Frank L. Blake, of Kimberly-Clark, admits that he used to be a 
star classified advertising salesman for the Chicago Tribune. He is 
thinking of throwing a party for some of the Way-Back-Wheners like 
Frank Davis, Jam Handy and Hy Schuster. 


Ten staff members of McGraw-Hill, including Sam Perinier, Don 
Roy, Sid Kirkpatrick and D. C. McGraw, were luncheon guests of 
United Air Lines on a flight over New York and New Jersey re- 
cently. Easter Sunday is a date of double importance to Harry 
T. McGowan, Boston Herald adman, as on that day Loretta M. Swart 
will middle-aisle it with him. 


Another chip off the old block is Will C. Oursler, son of Fulton 


Oursler, editor of Liberty. To prove it, he’s the Harvard correspondent 
of the Boston Daily Record. He’s a soph. 


J. G. Lawson, of Lawson Studio, Chicago, is fussy about his food, 
so he has taken over the operation of Marquam’s Pub at 316 N. 
Michigan. 
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Ralston Purina 
To Launch Huge 
Ry-Krisp Drive 


(Continued from Page 1, Col. 2) 
acters. While the cartoon or comic 
strip format will be employed, the 
Ry-Krisp copy has been illustrated 
by artists selected for their excel- 
lence in portraying the feminine 
form, according to Mr. Philpott. 

In the conversation of the fictitious 
characters, reference is made to a 
Hollywood cinema star. In one Ccar- 
toon, a young woman hears men 
speaking in admiration of Helen 
Twelvetrees, and, wishing to be slim, 
she writes to the actress for advice. 

The star mentioned in the cartoon 
is pictured in an actual photograph, 
as the climax of the cartoon se- 
quence. At the close of the car- 
toon headed “Helen Twelvetrees 
Helps Ann Get Her Man,” the star 
is quoted as saying: “You can see 
how important a good figure is to 
the beautifully fitted line of a gown 
like this. Ry-Krisp helps me keep my 
figure at its best—always.” 

The Ry-Krisp package is shown at 
the bottom of the advertisement, as 
well as an illustrated suggestion of 
how to serve Ry-Krisp in summer. 

A slogan extending across the bot- 
tom of the advertisements will read: 
“Get the Hollywood habit—exercise 
regularly, eat Ry-Krisp instead of 
heavy starchy foods—watch your 
waistline waste away.” 

Ry-Krisp sales in summer should 
equal or surpass sales in winter, with 
Ralston Purina advertising support 
during the hot months, dealers are 
being told. For one thing, women 
are more self-conscious of their fig- 
ures during the summer than at 
other times during the year, the com- 
pany believes, since at that season 
they must appear without coats or 
in bathing suits. 

Ry-Krisp is also expected to have 
special appeal to men during the 
summer, because of the habit of eat- 
ing lighter meals during hot weather. 

Two-color window posters featur- 
ing statements by Hollywood stars 
will be released currently with the 
advertising in newspapers. 

The Gardner Advertising Company, 
St. Louis, is in charge of advertising 
for the Ralston Purina Company. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


ADVERTISING PRODUCTION 
ECONOMIZE! 

We reproduce sales letters, price 
lists, diagrams, illustrations, etc., in- 
expensively. $1.50 per 100 copies; 
additional 100, 20 cents. Cuts un- 
necessary. Samples. Laurel Process, 
480 Canal St., N. Y. City. 


POSITIONS WANTED 


PUBLICITY — Expert Newspaper- 
man-Showman: successful national 
campaigns for biggest stars, hotels, 
steamships, commercial, society proj- 
ects; seeks permanent or part-time 
agency connection; highest creden- 
tials. Box 551, Apvertisinec AcE, New 
York. 


Advertising or Business Manager 
or both now available for city of 
50,000 to 125,000. Ten years with 
present publisher. Age 42, married, 
excellent habits. Active in retail and 
civic problems. Outstanding record. 
Best references. Address Box 554, 
ADVERTISING AGE, Chicago. 


Can you use the services of a man 
who has made good in advertising 
and sales promotion? I know mod- 
ern merchandising methods, and 
have demonstrated my ability to put 
across new products as well as old. 
Am familiar with trade conditions in 
most leading markets, and can direct 
promotion and _ advertising into 
profitable channels. Am now em- 
ployed but am looking for position 
offering greater opportunities for the 
future. An investigation of my rec- 


ord will convince you that I have 
the qualifications you are looking for 
in your advertising department. Box 
550, ADVERTISING AGE, Chicago. 


MY SECRETARY 


has been my capable assistant for 
six years. Thoroughly steeped in 
the daily crises of an advertising 
department of two well-known maga- 
zines. She has a flair for writing 
advertising copy, and has conducted 
a department for the editor. She 
knows make-up forward and back- 
ward, has a wide acquaintance 
among agencies, and is a cracker- 
jack stenographer. I want to see 
her get the break she deserves— 
she is stymied here. Not too high- 


priced. Address Advertising Man- 
ager, Box 553, ADVERTISING AGE, 
New York. 


Promotional 
Advertising 
Leaps Upward 


Chicago, March 20.—Promotional 
advertising in the advertising field 
in February was the largest in more 
than a year, with the exception of 
November, 1934, according to a tabu- 
lation of the lineage figures of the 
six general advertising publications 
released here today. 

The total for February was 244,076 
lines, compared with 184,728 lines in 
the corresponding month of last year. 
The increase was 59,348 lines, or 32.1 
per cent. 

Magazines continued to hold first 


place in promotional activity, using 
80,248 lines, or 32.9 per cent of the 
total, while newspapers accounted for 
73,192 lines, or 30 per cent of the ag- 
gregate. Other classifications ac- 
counted for the following lineage: 

Business papers, 20,384; advertis- 
ing production, 15,190; agencies, 10,- 
642; radio, 9,562; paper, 7,126; farm 
papers, 6,552; outdoor, 3,724; car 
cards, 2,646; signs and displays, 854. 

The publications whose lineage fig- 
ures were included in the tabulation 
are as follows: 


Lines 
Advertising Age (w.)........ 109,522 
Advertising & Selling (b. w.). 39,634 
Printere’ Fa (0 .) 20.0 ccccere 42,574 
Printers’ Ink Monthly........ 11,382 
Sales Management (b. w.)... 22,540 
ee SOD cok cksacsserndeeen 18,424 


Armstrong Cork 
Appoints Ireys 


M. S. Ireys, formerly advertising 
manager of the Reynolds Metal Com- 
pany, New York, has joined the ad- 
vertising department of the Arm- 
strong Cork Company, Lancaster, 
Pa., in charge of the company’s ad- 
vertising on closures and shoe prod- 
ucts. 

He succeeds E. V. Carlquist, who 
has resigned to become advertising 
manager of the Thermoid Rubber 
Company, Trenton, N. J. 


Steinko to Ray Day 


J. Truman Steinko has been made 
sales promotion manager of Ray Day 
Piston Corporation, Detroit. Mr. 
Steinko formerly was a member of 
the advertising and sales promotion 
staff of Kelvinator Corporation. 


families. 


Harper Author John J. 


known in 
sectors of 
long con- 


McCarthy, well 
the advertising 
Manhattan and 
nected in an executive 
capacity with McCann- 
Erickson, Inc., New York. 


article. 
. still getting letters and cash. 


McCarthy on the Irish Sweeps. 
purpose of describing the tremendous interest 
in the Sweepstakes all over Ireland, Mr. Mc- 
Carthy told of a visit to a remote village and 
mentioned the names of a few of its leading 


HARPERS MAGAZINE local postmaster reports he is 
still receiving inquiries and cash from all parts of America. 


N THE June, 1934, issue of Harpers Mag- 
| azine, there appeared an article by John J. 


For the 


NET RESULT. Shortly after the June Harpers 
was issued, every blessed one of these families 
was bombarded with requests and actual money 
drafts for books of Irish Sweeps tickets. 
the short span of a few months, the local Irish 
village postmaster reported more than £2,000 or practically $10,000 
directed to persons whose names were mentioned in the Harpers 
Even today, eight months later, these Irish villagers are 
Mr. McCarthy too received many, 
many requests for tickets which he returned to senders. 


In 


FuRTHERMORE, like the Irish villagers; Mr. McCarthy was com- 


Remote Irish Village Is Deluged 
With 510,000 in Money Orders 


Through article which appeared eight months ago in 


pletely surprised by the tremendous response to his article, for when 
he wrote it, he had no intention whatsoever of creating a demand 


for Sweeps tickets. 


His article was simply a reportorial account of 


Irish Sweeps organization as he saw it while sojourning on the 


Emerald Isle. 


“In My years of experience as a writer,” states Mr. McCarthy, “both 


in editorial and advertising work, 


quite equal to this. 


I have never seen any response 


As an advertising copy writer, I have written 


ads on everything from encyclopedias to sealing wax—ads with the 
well known arrows for sending in the coupons and all the other little 


gadgets for getting replies. 


In this Sweeps article, there were no 


arrows, no come-on tricks. The mentioning of the name of the village 


and its families was quite accidental. 


The resulting avalanche of 


money-orders certainly testifies to the live reader-interest of Harpers 


Magazine. 


From the hundreds of letters received not only from 


this particular Irish Sweeps article but from others which I have 


written in the past for Harpers, 
is read intensely.” 


I know that Harpers Magazine 


SUPPLEMENTING Mr. McCarthy’s testimony, the editors of Harpers 
Magazine have on file thousands of other letters from readers 
which establish the genuine responsiveness of its audience. A 
quality audience which represents an “outstanding buy” in the 
quality magazine field. Its live editorial content, its live reader- 
ship, and its consistent gains make Harpers the most discussed 


magazine in America today. 


MAGAZINE 


49 EAST 33rd STREET, NEW YORK CITY 


“‘One of The Quality Group”’ 


Harpers 


“‘The Most Discussed Magazine in America Today’’ 
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Every equipment 
man should know 
its significance 


J. L. Harrison, Senior Highway 
Engineer, U. S. Bureau of Pub- 
lic Roads—“We have passed out 
of the period when equipment 
helped labor to do the work and 
into a period in which labor 
helps and guides the equipment 
which does the work. A radical 
change in the conception of job 
management results. It ceases 
to be primarily a management 
of men. It becomes a manage- 
ment of machines. The perform- 
ance of the equipment is domi- 
nant; the performance of the 
men tends to become incidental. 
It is evident, therefore, that the 
organization of construction op- 
erations for production is not so 
much a matter of assembling 
men and training them to per- 
form specific tasks as it is a mat- 
ter of ‘tooling’ the successive 
processes by which production is 
had, that a selected rate of out- 
put is mechanically possible. 
Once the various processes are 
correctly ‘tooled’ there is little 
chance for serious loss to occur.” 


Thus Mr. Harrison sounds the 
keynote of a six-article series on 
“Job Management in Road Build- 
ing” which is launched in the 
current issue of Construction 
Methods. The series will deal 
with factors that affect equip- 
ment selection, operation and 
dependability, production and 
cost, written from the point of 
view of the construction super- 
intendent. 


Job management spells the dif- 
ference between construction 
profits and losses in these days 
of keen competition for con- 
tracts. The series, therefore, will 
appeal to the dollars-and-cents 
interests of all construction men. 
While the articles deal primarily 
with road building, their lessons 
have a broad application 
throughout all kinds of construc- 
tion. The same principles of or- 
ganization, plant selection and 
operation for increased produc- 
tion apply with equal effective- 
ness in building a dam, erecting 
a bridge or constructing a build- 
ing. 


Here is something that equip- 
ment manufacturers can use to 
ride to market—and to sales. 
He is missing a big bet who 
neglects to harness the lesson in 
Engineer Harrison’s six-months 
series of articles to the story of 
his own equipment in the adver- 
tising pages of— 


A McGraw-Hill Publication 
330 West 42nd Street, New York 


LOUIS WILEY OF 
N. Y. ‘TIMES’ IS 
TAKEN BY DEATH 


(Continued from Page 1, Col. 3) 
sulting in death shortly after dawn 
yesterday. 

The funeral is to be held tomorrow 
at Temple Emanuel, followed by in- 
terment at Mt. Kisco, in Westchester. 
Surviving him are five sisters and 
two brothers, Max and Julian. He 
was 65, and a bachelor. 

His passing closes a career of deep 
devotion to advertising and publish- 
ing. His activities earned him inter- 
national repute and wide friendship. 
During his career as business mana- 
ger, he helped bring the Times from 
an insignificant position among New 
York newspapers to one of leader- 
ship in the world. 


Life of Newspaper Work 


Mr. Wiley was born at Hornell, 
N. Y., son of a merchant, and had his 
first business experience in the retail 
field. While still attending school, 
he had his first taste of journalism 
on a weekly paper, the Democrat, in 
Mt. Sterling, Ky., to which his family 
had moved. His flair for journalism 
took him, at 16, to Indiana, where 
he became a reporter for the Ft. 
Wayne Journal and also the Gazette 

A year later, following his father’s 
death, he moved with the family to 
Rochester, N. Y., where he reported 
for the Union and the Advertiser. He 
changed to the Post Express because 
it had less circulation and wealth, 
and he believed it offered better op- 
portunity for training and experi- 
ence. He soon raised his salary from 
$6 to $10 a week by hard work and 
close application to the job. At 18, 
young Wiley established an eight- 
page weekly, The Tidings, and made 
a success of it. 

This publication existed from 1887 
to 1893 and during that time he be- 
came one of the founders of the 
Rochester Press Club. In 1892, he 
began what he liked to call “a 
shameful career as a public speaker,” 
speaking at a military dinner. His 
invitations to address meetings after 
that were numerous and far flung. 


Fights Way to “Times” 


Leaving Rochester, he came to 
New York in search of a wider field, 
and joined the Sun under Charles A. 
Dana and William M. Laffan. Soon 
after, he “sought and fought” to join 
the Times. Adolph S. Ochs, who had 
purchased the paper in 1896, consid- 
ering his financial limitations, was 
not overly enthusiastic. 

Speaking of the event at a celebra- 
tion of Mr. Wiley’s 60th birthday, 
Mr. Ochs admitted that he was not 
receptive to the Wiley job-seeking 
campaign, but was impressed by the 
talent exhibited and hired him. 

“It was one of the best trades I 
ever made,” Mr. Ochs said. “I know 
no one who has made so distinctly a 
personal success as has Mr. Wiley. 
His friends are legion and are scat- 
tered throughout the world. These 
friendships are sincere and genuine 
and include persons in every walk 
and position in life. 

“He has been decorated,” Mr. 
Ochs continued, “by the governments 
of many countries and institutions of 
learning have awarded him honorary 
degrees. These honors, outstanding 
friendships, decorations and degrees 
in every instance can be traced to 
some personal service—a courtesy, 
a kindness, a thoughtfulness, a help- 
fulness—all tendered with unfailing 
amiability and good humor. 

“He is persistent and indefatigable, 
but never annoying or tiresome and 
always persuasive and agreeable. 
Having a broad understanding, he is 
fair and just in controversy and con- 
sequently admirably equipped as a 
negotiator. All these qualities have 
distinguished him in his craft as an 
outstanding business manager. 

“In that important and evergrow- 
ing field of honest advertising, he 
stands conspicuous; and in the con- 
test for newspaper circulation, the 


ever-increasing figures of the New 


EMPHASIZE WEIGHT ADVANTAGE OF SALT 


C5 


Outdoor displays for Leslie-California Salt Company, now appearing 


61012 — 
EXTRA FILLINGS 


on the West coast, dramatize the product's weight advantage 
without loss of emphasis on the name. J. Walter Thompson Com- 
pany is the agency. 


York Times ... are the admiration 
of the newspaper world.” 

If Mr. Ochs was truly appreciative 
of his associate’s work and character, 
so was Mr. Wiley a deep admirer of 
Mr. Ochs. Hardly ever was a speech 
concluded without some quotation of 
Mr. Och’s beliefs or some tribute to 
the publisher, who had made Wiley 
business manager in 1906, eight 
years after he joined the paper. 

Among Mr. Wiley’s publicly ex- 
pressed beliefs was one that adver- 
tising must not be sold to build line- 
age or revenue total, but as an eco- 
nomically sound purchase for the 
advertisers, delivering more than a 
dollar’s worth for every dollar paid. 
To this end, he urged continued 
studies of the relationship between 
advertising and business volume. 

His belief in the versatility of ad- 
vertising was frequently voiced. 
Thus, nearly a year ago, speaking on 
international trade, he advocated the 
use of advertising, domestic and 
foreign, by business to help the 
people desire foreign trade by break- 
ing prejudices against it, and then 
to get business. 

The freedom of the press, he con- 
tended, is largely due to advertising, 
contrary to statements often made on 
this subject. He declared that “ad- 
vertising is a source of revenue 
which contributes largely to the 
maintenance of a free and indepen- 
dent press, without which the preser- 
vation of our liberties would be diffi- 
cult to maintain.” 

“The wise advertiser,’ he said in 
a discussion of honest advertising, 
“will cooperate earnestly and unre- 
servedly with the constructive news- 
paper to strengthen the forcefulness 
of his powerful instrument for build- 
ing public confidence and for build- 
ing and extending his sales. 


Scores “Write-Ups” 


“Readers will not read columns of 
publicity, or puffery columns that 
masquerade as news although they 
should, to be legitimate, carry the 
slug ‘advertisement’ above them. Pub- 
lication of such matter destroys con- 
fidence in the news columns; it im- 
pairs the value of the paid announce- 
ments. Advertisers who attempt this 
practice, and newspapers greedy and 
unwise enough to indulge it, soon 
find that they are without that es- 
sential reader confidence which they 
must have to succeed.” 

Again, he found a close bond be- 
tween newspapers and merchants, for 
“no two fields of business have a 
closer identity,” each dependent on 
the other for a large measure of its 
prosperity and each drawing susten- 
ance and strength from the other. 
He was positive that advertising 
holds a bright future for women, and 
the newspaper business one for per- 
sistent persons who can replace the 
“chuckleheads” found in nearly every 
business. 

As hobbies, Mr. Wiley on every 
opportunity, vacations and other- 
wise, liked to exercise his reportorial 
gift, which he never lost, and to give 
aid to charity. He was one of the 
founders of the Society of the Gen- 
esee, made up of New Yorkers reared 
in the Genesee valley, or Rochester, 
N. Y., and vicinity. 

Mr. Wiley received honorary de- 
grees from Rochester University, 
University of Kentucky, Wabash Col- 
lege, Hobart College, Lafayette Col- 
lege and Alfred University. He was 
vice-president of the Forty Second 
Street Property Owners Association, 
and chairman of the board of gov- 


ernors of the Steuben County Society. 

His memberships on boards of 
directors included Merchants Asso- 
ciation of New York, Broadway As- 
sociation, West Side Chamber of 
Commerce, Lafayette Memorial, Mu- 
nicipal Art Society, Conference on 
Port Development of the City of New 
York, Bureau of Advertising, A. N. 
P. A. He was on the advisory com- 
mittee of the New York Better Busi- 
ness Bureau and International Asso- 


ciation of Newspaper Advertising 
Executives. Many other organiza- 
tions also enjoyed his participation 
and advice. 

His clubs were Manhattan, Lotos, 
Authors, Westchester Country and 
the Advertising Club of New York. 


A. C. Smith to Direct 


West Coast Convention 


A. Carman Smith, president of 
Smith & Drum, Inc., Los Angeles ad- 
vertising agency, has been appointed 
general chairman of the convention 
of the Pacific Advertising Clubs As- 
sociation to be held at San Diego 
July 2-6. 

Since the convention will be held 
during the exposition at San Diego, 
the association expects that its meet- 
ing will take on a national aspect, 
and that speakers of national promi- 
nence will be available to address the 
general sessions. 

Mr. Smith was formerly president 
of the association, and of the Adver- 
tising Club of Los Angeles, as well 
as the Pacific Association of Adver- 
tising Agencies. 


With Alka-Seltzer 


Oliver B. Capelle has resigned from 
the staff of Fuller & Smith & Ross, 
Inec., Cleveland advertising agency, 
to become sales promotion manager 
of Dr. Miles Laboratories, Inc., Elk- 
hart, Ind., maker of Alka-Seltzer. 


OAKS 


from 


ACORNS 


Once there was an advertising 
agency that started in very modest 
fashion. It was known as a “mail 
order” agency. It got results for 
its clients. It had to—or die. 

That same agency is one of the 
big fellows today. You would rec- 
ognize the name instantly if we 
mentioned it. Among its accounts 
are outstanding general advertis- 
ers. Its billing runs into millions. 

This agency gets results for its 
general advertising clients by con- 
tinuing to apply the basic appeals 
and strategy which proved so suc- 
cessful back in mail order days. 
The principals of this agency be- 
lieve that the purpose of advertis- 
ing is to sell merchandise. That 
was their original acorn—and it 
grew. 

For many years GRIT was 
called a “mail order” medium. 
That was because it got results, 
sold merchandise, for its adver- 
tisers. 

GRIT still gets results, still 
sells merchandise. Because GRIT 
has proved itself through the 
years, its advertisers, like the 


agency’s clients, are greater in 
number and more diversified in 
type than ever before. 

Sixty percent of GRIT’S dis- 
play advertising lineage today 
is general publicity advertis- 
ing. GRIT’S acorn has grown, 

oo. 

GRIT’S half-million circulation 
is the highest priced circulation to 
the reader in the small town field 
(94 per cent single copy sale at 
5e a copy—that’s $2.60 a year). 
GRIT has attained an impreg- 
nable position in the Small Town 
Market by meeting the changing 
needs and desires of small town 
families. These families wanted 
GRIT fifty years ago. They want 
it even more today. 

If your ideas about GRIT are 
not up-to-date, we shall be pleased 
to supply the missing chapters. 


@ National Advertising Records 
have included the lineage fig- 
ures of GRIT in the National 
Weeklies classification instead 
of in the Mail Order group, as 
formerly. 


Western Representatives 
The John Budd Company 
Chicago-St. Louis 


Now Reaching Over 500,000 Small Town Families Weekly 


A NEW CATALOGUE 
OF $10 PHOTOGRAPHS 
FOR ADVERTISERS 


Send $5 (refunded with first order) for new spiral 
‘bound 5th edition of ‘Reserve Illustrations."’ Over 
1000 subjects, covered by model releases, ready to use. 
Catalogue also on approval (U. S. only) if you prefer. 


4 UNDERWOOD & UNDERWOOD 


NEW YORK 


CHICAGO DETROIT 
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Cartoon by Sid Hix 


@ This alphabet business may have 
the country a little confused but 
we'll have to chance your ill will 
in adding to the NRA, CWA, TVA 
chaos by injecting CBPE into the 
picture. 


@ CBPE will never make the front 


' page of the Tribune but it's a big 


thing to some very good advertising 
people. Yes, we admit it, Chicago's 
Best Photo Engraver. 


717 SOUTH WELLS STREET H 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


@ Our copywriter plead for 
“Chicago's Marvelous Halftones” 
so it would be the same as Collins, 
Miller & Hutchings, but he was 
overruled 3 to l. 


@ This might all sound as an idle 
boast, but we back up our state- 


ments with a written guarantee, 


which assures you of a money re- 


fund* if our plates fail to please you. 


% We dare you to write in and ask us for additional 
information about this and our “new hat” offer. 


OTO ENGRAVERS -—————— 
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BROADCAST REVIEW OF THE MONTH 


WHEN SUMMER 
COMES MUST SALES 
LAG FAR BEHIND 


New York, March 23—The errone- 
ous impression that people do not listen 
to their radios during the summer has 
been killed as a superstition, is now in 
the same class as fear of black cats, 
open ladders and three-on-a-match! 
Experience teaches that loyal listening 
audiences do not appreciate having the 
broadcasting curtain dropped by their 
favorite advertisers during the summer 
months. A few facts versus fallacies of 
summer radio follow: 


Over 60% of the most popular pro- 
grams, the most successful from the 
sales viewpoint, have been on the air 
the year ’round. 


In 1927, there were 30 NBC summer 
advertisers who spent $923,720, an 
average of $30,790. In 1934, the num- 
ber had increased to 119, spending an 
average of $69,353 for a total of 
$8,253,005—an increase of 893%. 


In a recent survey, 7 of the 10 most 
popular programs were on the air last 
summer and are signed this year with 
NBC to continue throughout the com- 
ing summer months. 


With improved broadcasting equip- 
ment and receiving sets, there’s little 
likelihood that family radios will get a 
“vacation” this summer! 


To date, future bookings are up 24% 
over 1934, the biggest summer business 
NBC ever had. Outstanding adver- 
tisers are scheduled to continue 
through June, July, August and Sep- 
tember. re ae 


A majority of the 20,000,000 plus 
radio-owning families will be “at 
home” during any two-week period 
during July and August. 


Of the 112 NBC advertisers on the 
air at present, 59, or 53%, will be on 
the air during the summer. Many of 
these will sponsor more than one pro- 
gram. Of the 59, thirty-five have used 
NBC facilities for more than a year; 
24 began their campaigns less than a 
year ago. mane ata 


A very small percentage of the entire 
radio audience will be “lost” at any one 
period during the summer. When they 
do stray away, the period will be only 
for an average of two weeks’ time in 
July or August. This percentage be- 
comes still less in June and September. 


The percentage of sets in daily use 
during the four summer months is only 
slightly below the average for the rest 
of the year. 


: coast NBC-WEAF network. at 10:00-10:15 P.M. (E.S.T.) for 
A This megs ar a oso Ae eg Chap oP peer (Ken-L-Ration 
merican business will keep adve dog food), weighs 114 pounds, is 
ing going to keep business coming. HANDY REFERENCE BOOK 61 inches tall. The dog very kindly 
“Broadcast Merchandising—A Review’’, which includes knelt down in order that the pho- 
the contents of issues of NBC's publication,"“Broadcast tographer could get Jackie's face in 
Merchandising”, from oe ary 1933, through January, pees! ogee a first 
1935, has just been printed for limited distribution. us acilities in April, 1930. 

GIANT RADIO SET PICTURES AIR WAVES 


a | 1924- 1928~1926-1927- 1928-1929-1930- 1931-1932- 1933- 1934-1935 

| Armour & Co. Aug. 1929 
| Campana Corp. Dec, 1930 
| Carnation Co. May.193 = é 

G.W.Caswell & Co. Mar. 193 ‘ 
| Cities Service Co. Feb. 192 x 

Colgate-Palmolive-Peet Co.| ODec.1927 ies BREE 5 
| General Foods Corp. Jan. 1927 i eae 
}-Generat Mills, inc. | Oct.1929 ; a3 | 
| General Motors Corp. | Sep.1929 | : 
| Great A.& P.Tea Co. ss || —Mar.1924 | SORRE siase 
| Household Finance Corp. Jan.1931 ‘et eae 
| Lady Esther Co. __ | _ Sep.1931 SRD CRS. 
| Metropolitan Life Ins.Co. Mar. 1925 a ae 
| Northwestern Yeast Co. | Mar. 1929 SiG ae 
| Pepsodent Co. _ Aug. 1929 nm Ge 
| Richfield Oil Cq.of Calif.| Apr.1931 Set 
| Sinclair Refining Co. | Feb. 1932 ‘Siblie HAN, 
| Standard Brands, Inc. _| Sep. '92s AES. BEL 2 
| Standard Oil Co.of Calif. | Oct.1927 eS te 

Sterling Products, Inc. _Oct.193 a Saree 

Swift & Co. ew Ra ema 

Tastyeast,inc. |__| May.!930 | 

Wander Co. Apr. 1931 


THREE CONTINUOUS YEARS OR LONGER ON NBC 


A laurel wreath each to the above long-time users of NBC facilities! Other equally well known veteran broad- 
casters who have used NBC for years do not appear in the above listing because programs lapsed for a few 
months at various times. 


RADIO HELPS TO MAKE A DOG- 
GONE GOOD BUSINESS BETTER 


Dog food sales in the U. S. were over $40,000,000 
in 1934. Only about one-quarter of the potential 
market has been reached. “Prospects” total 11,000,- 
000 dogs of all kinds and descriptions who could 
consume about 3,640 million pounds of dog food a 
year. However, sales total about 850 million. Radio 
is being looked to more and more to help take up the 
slack in the latter figure. 


CHILDREN’S STORY TELLER 


Irene Wicker, who conceived the character 
of the “Singing Lady” while telling stories 
to her own children, celebrates her fourth 
anniversary on the air for the Kellogg 
Company. She narrates pleasing tales from 
Monday to Friday inclusive over an NBC- 
WJZ network at 5:30-5:45 P.M. (E.S.T.) 
and rebroadcasts at 6:30-6:45 P.M. to 
midwestern stations. 


GIVE A MAN A DOG— 


Bob Becker, sports writer, describes the care and feed- 
ing of dogs for John Morrell & Co., makers of Red 
Heart Brand dog food. He is heard on Sundays, over an 
NBC-WJZ network, at 2:15-2:30 P.M. (E.S.T.). 


TERHUNE’S PALS 


Albert Payson Terhune, short story 
writer and incurable lover of any- 
thing which resembles a dog, dram- 
atizes his knowledge for Spratt’s 
Patent, Ltd., over an NBC-WJZ 
network on Sundays at 5:45-6:00 
P.M. (E.S.T.). Spratt’s first used 
NBC facilities in April, 1931. 


HEIGH-HO FOR 534 YEARS 


Rudy Vallee and this orchestra joined the 
“Fleischmann’s Yeast Hour” on October 
24, 1929, and on each Thursday since that 
time has brought the cream of radio, stage 
and screen stars to the microphone at 
8:00-9:00 P.M. (E.S.T.) over a coast- 


114 POUNDS OF SONG 


Little Jackie Heller, who sings over 
an NBC-WJZ network on Mondays 


A receiving set, so large that thousands of persons walk in and out of 


it daily, is in operation in the NBC studios in Radio City. The set is not 
for sale, cannot be borrowed; it’s too large to move and occupies an en- 
tire studio. The set was specially built by NBC and RCA Victor engineers 
as the latest unit in a series of displays NBC Studio Tour visitors marvel at. 


MEET THE MEN WHOSE VOICES ARE KNOWN TO MILLIONS 


Left to : Charles O’Connor studied law at Harvard but won his fame as announcer on a famous kidnapping case; 5 feet 11 inches tall, weighs 168 
pounds. Howard Petrie, tallest of NBC announcers, is a native of New England, married and broke into radio in Boston. Graham McNamee is radio's 
pioneer sports announcer. Made his.debut in 1923 at the Greb-Wilson fight; broadcast his first World Series that same year and has been heard in every 
series since. Frank Singiser is a young theological student who went radio instead; spent his boyhood in India, his radio apprenticeship at WGY. Dan Russell 


is an expert linguist, psychologist; the Sorbonne is one of his three alma maters; hobby: photography; is a member of the Royal Photographic Society. 
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ADVERTISING AGE 


PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


DRAMATIZE SAVING QUALITIES OF SHELL 


| You do 80%, of your driving WITHIN 25 MILES of your home @ 
ee | as 


Ome CORE 1887 MONT Lon waste wp fe A cuplul of gaewiue Metor “he meter eurms up That ome s  SORmDOIRmA 
a oS guratine an anany omen are seared ES hemes 2 day... Bustnene cary ses Memeved, MP clear « dap! atures On pom 
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50% old starts use as much 
gasoline as climbing likes Leak 


‘oday’ “Stop-and-Go” driving it has such even volatility thet ft burns 
be , with maximem efficiency and without 
| wastes your money—If YOUr —Goocking at every engine temperature, 
} gesotine hoen't these Three This “super gasoline” is another so 
Different Kinds of Power... por ecance eat parr 4 


ice pee sine harman) wanted in ctnrting amd eareming wp I cae. 
76 ond io Grew atl Ce way wp Mike Peed Li aren om pokey 


the 
‘HE way most cars ere driven today in 99% of today’s cars... and the “weather- 
fairty “BATS UP* GASOLINE. Dash- conditioning” of gasoline. 
cng eround! Starting... choking ...accel — SUPER-SHIELL is sold of we dxtre cont — 
erating 30,000 aeigbborty Shot! Stations from 


. - 

‘The avernge car piles up FOUR-FIFTHS Coast to Coast. 
of its roilenge in abort crips. 

Such driving westes your mony wales 


(be gasoline you use has threw distimet kinds 
ot power in PERFECT BALANCEt 


One of the full-page newspaper advertisements which will appear in 

all sections of the country as a result of the combined campaigns now 

being run by Shell Eastern, Shell Petroleum, and Shell Oil. J. Walter 
Thompson Company is the agency. 


NEW DE SOTO COPY SELLS SATISFACTION 


“Yume ow! Vestenhay i maa adres! Today 


. 
ft travels dheoagh the air The & plane... 
oc a hind. .oe ¢ angamitiond tain. 


Man’« 
crates bette agwiat wind reastenor 
Aved news thix new vay hee been famed te 


. 
Yer ete road 2 mewnpaper at eighty miles 
an beer You cin write « letter at racing 
var speeds, 

You can sherry av comafortaity im the hack 
sont af eachty ae im yemr armchair of bene, 


Instead of selling features and gadgets, the De Soto campaign of 
bleed pages in magazines which began this month is deliberately 
planned to lay strong hands on the emotions of the reader. J. Stirling 
Getchell, Inc., is the agency. 
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MINIATURE LADDERS MAKE EFFECTIVE WINDOW DISPLAY 
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MAJOR MARKETS HEAD 


i 


Frank E. Fehlman, who has been 


named general manager of Major 
Market Newspapers, Inc., Chicago. 


"Everyday Cooking Miracles | 


Qutck, Clean “Electric Embers” Enable any Women 
to Perform These Feats of Kitchen Magic 


SRteT eee cate 


R. W. Clark Advertising Service, Akron, developed this unusual 
dealer window display for Bauer Mfg. Company, Wooster, O. It 
shows the company's complete line. In the background is a counter 
display which contains a miniature, and a cross-section of an actual 


Prag miracles provide the 
theme for the new Hotpoint range 
campaign. (Story on Page 14.) 


20 FREE TRIPS 
to EUROPE= 


vist? 7 COUNTRIES -- aur EXPENSES PAD 
Agee ‘OR PRERES : 


This counter display dramatically 

reminds shoppers of Palmolive's 

contest offering 20 trips to Europe. 
(Story on Page 8.) 


Bauer ladder. 


TEXACO STATION MAKES EXCELLENT DISPLAY 


This attractive metal and glass service station for Texas Distributing 
Company, just completed by The Austin Company, Cleveland, dom- 
inates the east approach to the Detroit-Superior high level bridge in 
Cleveland, said to be the a single-deck structure in . 

the world. 


UNUSUAL ILLUSTRATION PICTURES IDEA 


"Voice writing at your fingertips" is portrayed by this photograph 

produced by Pagano, New York, for Thomas A. Edison, Inc., through 

Green-Brodie, Inc. It is being used in one of a series of 16 brochures 
on the Ediphone. 
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e THE MAGAGZINE FOR MEN > 


ARTICLES 


ERNEST HEMINGWAY 
HENRY M. ROBINSON 
ARTHUR D. FICKE 
FRANK SCULLY 
JOHN GUNTHER 
W. BERAN WOLFE, M.D. 
WM. M. MARSTON 
BARON REITZENSTEIN 
PAUL W. KEARNEY 
LAWTON MACKALL 
LEO ROSTEN 
CHARLES COOKE 


FICTION 


MANUEL KOMROFF 
MORLEY CALLAGHAN 
JOHN COLLIER 
LOUIS PAUL 
ROBERT BUCKNER 
WALTER CLARE MARTIN 
WOLFE KAUFMAN 


hee POETRY 
oe i JOHN GOULD FLETCHER 


SATIRE 


MONTAGUE GLASS 
ELLIS PARKER BUTLER 

ss LAWRENCE MARTIN 
“3 RAYMOND KNIGHT 


SPORTS 


Reader Interest 


A short short story 


In the April issue of 
Esquire, a nine line offer 
of a reprint, set in 8 pt. 


type. drew over eleven 


thousand requests within 


% four days after the HAROLD TITUS 
. ae yaa HERB GRAFFIS 
* magazine's first appear- LEWIS Y. HAGY 


HOLMES ALEXANDER 


DEPARTMENTS 


GILBERT SELDES 
BURTON RASCOE 
SIGMUND SPAETH 
JOHN V. A. WEAVER 
MEYER LEVIN 
A. de SAKHNOFFSKY 


CARTOONS 


JOHN GROTH 
E. SIMMS CAMPBELL 
R. VAN BUREN 
GILBERT BUNDY 
D. McKAY 
HOWARD BAER 
RODNEY de SARRO 
PAUL WEBB 
| ; JAY IRVING 
| | . GEORGE PETTY 
FICTION - SPORTS - HUMOR ROLAND COE 


ee ABNER DEAN 


CLOTHES - ART - CARTOONS SYDNEY HOFF 


SAM BERMAN 


(COVER) 


PRICE FIFTY CENTS | INDEX ON PAGE 11 


IN CANADA FIFTY-FIVE CENTS 


anee on the stands 
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